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~ Grant Approaches amy 


$95,000,000 Level 
With Kimball Buy 


Abbott Kimball to Be 
VP, Plans Board Head of 
Growing Grant Operation 


New York, Feb. 14—Abbott 
Kimball Co. has been merged with | 
Grant Advertising, adding about 
$4,000,000 in Kimball billings to 
Grant’s estimated $90,000,000 do- | 
mestic and foreign business. Kim-| 
ball’s New York office will be} 
merged with the Grant operation 
March 1. The future of Kimball’s| 
other domestic offices has not been 
determined, but the London and 
Kleber (France) offices will not 
merge with Grant. 

Will C. Grant, president of 
Grant Advertising, said that Mr. 
Kimball, founder of the 20-year- 
old Kimball agency, will be a vp 
and chairman of the New York 
plans board of Grant. 

Kimball lists six offices (in 
New York, Chicago, Los Angeles, 
San Francisco, London and Kleber, 
France) and 56 accounts, many of 
them in the soft goods field. An 
announcement of the merger said 
38 Kimball clients, those serviced 
by the offices to be merged—have 
expressed approval of the merger. 

Kimball’s 1957 estimated bill- 
ings of $6,500,000 (including about 
$4,000,000 handled by the New 
York office) was down from the 
$7,500,000 estimated in 1956. Last 
year the agency lost Schieffelin & 
Co., Long Island Railroad and In- 
dustrial Bank of Commerce. It 

(Continued on Page 93) 


THE NATIONAL NEWSPAPER OF MARKETING 


Buick, shakes hands with Marion 
Erickson, after McCann had been 
000 ad account. The agency re 


TO THE victor—Edward T. Ragsdale (left), general manager of 


‘Forward Look’ Takes a Back Seat... 


‘Dark Horse’ Agency 
Catches Ad World by 


Surprise in Sudden Shift 

Furnt, Micu., Feb. 13—McCann- 
Erickson dropped an H-bomb on 
|the blase advertising world and the 
'conservative automobile industry 
today when it resigned the $27,- 
000,000 Chrysler and Imperial ac- 


Admen Shocked, 
Angered hy 
Buick Shift 


Harper Jr., president of McCann- 
named to handle Buick’s $24,000,- 
signed Chrysler to take Buick. 


D’Alesandro Recants, Fights Own Measure... 


Tax to Die Dec. 31; 
Future of Litigation 
Remains Undecided 


13—Action to 


ANNAPOLIS, Feb. 


abrogate Baltimore’s taxes on ad-| 


vertising and, on a statewide basis, 
|to prohibit the threat of ad taxes 
|moved fast this week, following 
|Mayor Thomas D’Alesandro’s sur- 


Adman Works in Marketing Field, but 
He's Adman, not Marketer, Ebel Says 


Volume of Ad Impacts 
Increases Importance 
of Creativity, He Says 


Detroit, Feb. 13—The greatest 
need in advertising today is for 
creative brilliance to produce copy 
that can get through to the cus- 
tomer, Edwin W. Ebel, vp in 
charge of advertising of General 
Foods Corp., told the meeting to- 
night of the Michigan council of 
the American Assn. of Advertis- 
ing Agencies. 

Mr. Ebel told the 740 persons at 
the meeting that there is a real 
need for copy that can impute val- 
ues to a product that may not be 
apparent in the product itself. 

He called this “building a strong 
consumer franchise.” 

Mr. Ebel said this need is great- 
er than ever because between 1945 
and 1955 advertising grew more 
than 250% faster than the national 
economy. 

At the same time, he said, the 
gross national product increased 
83%, while advertising increased 
220%. 

He said advertising is now a $10 
billion industry and added: 


s “It takes a whale of a lot of ad- 


vertising skill to produce advertis- 
ing that can stand out amidst $10 
billion worth of advertising.” 

Mr. Ebel said he could see adver- 
tising people as marketing people, 
but reasoned, “That hardly de- 
fines your prime responsibility in 
the scheme of marketing. 

“With a manufacturer, market- 
ing is his prime function, and ad- 
vertising is but one of the many 
marketing functions that he is en- 
gaged in,” Mr. Ebel explained. 

“With an advertising agency, 
advertising is its prime function, 

(Continued on Page 8) 


Success Has Spoiled 
Admen, Paul Harvey 
Tells Racine Adclub 


RAcINE, Wis., Feb. 13—Racine 
admen saluted Advertising Week 
last night with a special half-hour 
network radio show on ABC. 

The Advertising Club of Racine 
and a dozen advertisers got to- 
gether to sponsor the show, which 
featured an address by Paul Har- 
vey, ABC commentator. 

Mr. Harvey’s theme was that 
“success did spoil Rock Hunter,” 

(Continued on Page 93) 


First Law Freeing Ads from Tax 
Threat Nears Passage in Maryland 


New York, Feb. 13—Agency 
men, inured to the incredible and 
accustomed to the improbable, 


seemed profoundly shocked by to- 
day’s announcement that McCann- 
Erickson had dropped Chrysler to 
take on the Buick account. 
ADVERTISING AGE’s switchboards 
here and in Chicago lit up like a 
Christmas tree this morning after 
the news wire announcement of 


|prising announcement, in a tv ap- 
pearance last weekend, that he is 


|not only asking the repeal of the 
Baltimore tax ordinances he fos- 
tered, but is urging passage of a 
state law banning taxes on adver- 
tising. 

Proponents of legislation intro- 
duced into the Maryland state leg- 
islature yesterday to _ prohibit 
|special taxes on advertising and 
media have been confidently pre- 
dicting its passage; today they ran 
into unexpected opposition and de- 
lay. But they are nevertheless con- 


measure will become law before 
over. 

reports that his bill to repeal the 
Jan. 1, 1959, is being drawn up to- 
Baltimore city council 
night; passage is assured. Most lo- 


cal press editorials continue to 
(Continued on Page 93) 


Buick’s selection filtered through 
Madison Ave. and Michigan Ave. 
shops. Callers all wanted to know 
if it was true, and the tenor of 
most was, “It can’t be true.” 

An AA reporter who talked to a 
top executive at McCann found 
that he had not been informed of 
the sensational coming of Buick, 


vinced that this precedent-setting 
the present legislative session is 

Meanwhile Mayor D’Alesandro 
Baltimore advertising taxes as of 


day and will be introduced to the 
Monday | 


but he too was_ incredulous. 
|“You’re kidding,” he said. “What 
the hell do we want with Buick; 
we've got Chrysler.” 


s Herbert Fisher, director of con- 

sumer research for Chrysler Corp., 

| was as shocked as anyone by the 
news. He learned of the switch 
from an AA reporter shortly after 
he arrived at McCann’s New York 
office today to deliver a presenta- 
tion. He said the news came as a 
“complete surprise” to him. 

Some callers were sarcastic. One 

|said to AA, “We have ethics, and 

| (Continued on Page 96) 


Last Minute News Flashes 
Turtle Wax-Plastone Co. Names C&W 


Cuicaco, Feb. 14—Turtle Wax-Plastone Co., maker of Turtle wax 


and other car and furniture waxes and cleaners, has named Cunning- 
ham & Walsh to handle its advertising, effective March 1. The account, 
which bills about $200,000, now is handled by W. B. Doner & Co. The 
company currently is running a spot radio and newspaper campaign in 
127 markets. 


Star-Kist Foods Account Moves to Burnett 


Cuicaco, Feb. 14—Star-Kist Foods Inc., Terminal Island, Cal., has 
named Leo Burnett Co. to handle its $1,500,000 account, beginning June 
1. Honig-Cooper Co., San Francisco, is the present agency. Star-Kist 
has been screening agencies since November (AA, Nov. 18). 


P&G Trying Aerosol Gleem in Two Eastern Towns 


New York, Feb. 14—Procter & Gamble is now selling Gleem tooth- 
paste in an aerosol container to the drug trade in Easton, Pa., and 
Phillipsburg, 'N. J. Advertising will break shortly. Colgate-Palmolive 
Co. and Carter Products Inc. are already in eastern Pennsylvania 
markets with aerosol dentifrices (AA, Jan. 20). Compton Advertising 
is the Gleem agency. 


(Additional News Flashes on Page 97) 


M’CannShedsChrysler 
to Take Buick Account 


count to take on the $24,000,000 
Buick account. In addition to the 
two car lines, McCann also dropped 
Chrysler’s institutional and export 
advertising. 

Why did Marion Harper take his 
agency from an account billing an 
estimated $27,000,000 into one bill- 
ing about $3,000,000 less? 

On the surface, at least, there 
were no apparent answers. But 
ADVERTISING AGE did learn some of 
the reasons that might have oc- 
casioned the shift in accounts, and 
they are detailed in a separate 
story on Page 97. 


® McCann’s selection caught almost 
everyone by surprise. The agency 
was never mentioned as a contend- 
er, mainly because it had Chrysler 
—which it has had since 1943—and 
Chrysler sales have been good. 
McCann takes over June 1, but 
will start to work immediately 


Chrysler Ready to Pick? 

As AA went to press, a top 
level meeting was in progress at 
Chrysler Corp., reportedly 
called to decide what to do 
about naming a successor to 
McCann-Erickson. Speculation 
was that McCann’s portion of 
Chrysler Corp. might be as- 
signed to one of the company’s 
three present agencies—BBDO 
(DeSoto), Grant Advertising 
(Dodge) or N. W. Ayer & Son 
(Plymouth). Dave Danforth, 
exec vp of BBDO, told AA that 
his agency’s hat “will certainly 
be in the ring” if Chrysler goes 
looking for an agency. 


on advertising for the 1959 Buick 
models. 

ADVERTISING AGE first learned 
that McCann was in the Buick pic- 
ture last week. AA also learned 
that the agency did not put on a 
presentation for Buick. Just last 
month Edward T. Ragsdale, gen- 
eral manager of Buick, told AA 

(Continued on Page 96) 


Ragsdale Got 


Agency Prospect 
List from Ellis 


Fuirnt, Feb. 14—The man who 
lost the Buick account last Decem- 
ber played an important part in 
helping Buick select McCann-Er- 
ickson as its new agency. 

Buick saw ten agencies between 
the time it fired Kudner and se- 
lected McCann-Erickson. And the 
ten agencies it saw were ten that 
James H. S. Ellis, then president of 
Kudner, recommended to Edward 
T. Ragsdale, general manager of 
Buick. The ten: 

Batten, Barton, Durstine & 

Osborn 

Benton & Bowles 

Leo Burnett Co. 

Compton Advertising 

Cunningham & Walsh 


(Continued on Page 97) 
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Buyers of New Cars Concentrated in 
Upper Income Groups: ‘U. S. News’ 


Use ‘Time,’ ‘U. S. News,’ 
‘Newsweek,’ Magazine 
Suggests to Car Makers 


WASHINGTON, Feb. 12—The typi- 
cal new car buyer is far from be- 
ing just “an average citizen,” ac- 
cording to a study which currently 
is being presented to automobile 
industry marketing executives. 

Based on a survey of 18,000 fam- 
ilies which bought new cars in 
1957, this analysis by the market 
research division of the advertising 
department of U.S. News & World 


Texas Court Charges 
Ford Dealer with 
False Advertising 


Houston, Feb. 11—A court of 
inquiry by Dave Thompson, jus- 
tice of the peace, has resulted in 
charges of fraudulent advertising 
against William F. Bugas, presi- 
dent of Bill Bugas Inc., a Ford 
dealership, and Bob Davidson, 
manager of the dealer’s truck di- 
vision. 

About a dozen persons testified 
they had been misled by classified 
ads in Houston newspapers in the 
past 10 months to believe they 
could earn from $40 to $50 a day 
in year ’round employment. 

The ads indicated that persons 
who bought trucks were virtually 
assured of year ‘round work on 
state highway jobs; the ads con- 
tained the words “‘permits and lia- 
bility furnished.” 

Also charged with fraudulent 
advertising and with felony swin- 
dle was William C. Davis, a Bugas 
salesman. Mr. Davis denied that 
the help wanted ads he placed 
were for the purpose of selling 
the witnesses the two-ton and 
three-ton tractor trucks that they 
bought. 


s Mr. Davidson testified during 
the court of inquiry that he 
thought the ads were untrue “as 
far as the permit and liability 
words were concerned.” Justice 
Thompson commented that while 
Mr. Bugas did not insert the ads 
in the papers himself, “he knew 
about them and did nothing to 
correct the situation.” 

A date for trial of the case has 
not been set. # 


Ad Week Replies 
to False View 
of Advertising 


New York, Feb. 11—Advertis- 
ing Week began last Sunday (Feb. 


9) with a multi-media campaign | 
improving the public| 
image of advertising and the men| 


aimed at 


and women who produce it. 


The Advertising Federation of | 


America said it is expected that this 
year’s campaign will make a record 
number of impressions. 

The AFA reported 604 radio sta- 
tions have ordered platters for use 
during Advertising Week. This 
does not include the Advertising 
Assn. of the West territory—the 11 
western states. 

In the AFA area there were over 
1,000 outdoor boards, “countless” 
painted posters, 10,000 transit 
cards, 700 newspapers and 156 tv 
stations scheduled to carry ads. 


® The AFA said the “many at- 
tacks on advertising” during the 


(Continued on Page 98) 


Report finds that the vast majority 
of purchasers of new cars were 
in the above-average income 
groups. It also estimates that two 
out of three buyers were in execu- 
tive or professional jobs and that 
more than 42% of the new cars 
were purchased by families with 
college-educated members. 

The moral of this study, accord- 
ing to John Sweet, exec vp and 
publishing director of U.S. News, 
is that the market for autos and 
other “quality” consumer products 
is a lot more concentrated than 
many marketers have assumed. 


® So, in their meetings with auto- 
mobile people, members of the U.S. 
News sales staff have been using 


(Continued on Page 49) 


Ads Can Be Vital 
Aid in Selling of 
Securities: Pershall 


Cuicaco, Feb. 11—Despite strong 
evidence that corporate advertis- 
ing boosts confidence in an adver- 
tiser and helps sell its securities, 
many companies fail to use it par- 
tially “because many so-called 
hard-headed, rough-tough busi- 
ness men think [corporate] adver- 
tising is a kind of cross between 
poetry and adultery.” 

“They think it really isn’t quite 
legitimate—that it is a dreamy 
sort of nothingness—apparently a 
necessary evil in selling these 
days.” 

These charges were voiced be- 
fore a pr clinic of the Midwest Stock 
Exchange last Friday by J. R. Per- 
shall, of J. R. Pershall Co., Chicago 
agency. 


s Many company executives, he 
asserted, “think we advertising 
people may be able to get up pret- 
ty pictures to dramatize the wid- 
gets their factories make, but that 
we would be totally incapable of 
projecting the financial stability or 
the economic significance of a 
business. This, of course, is just 
not true,”’ he asserted. 

Two other major reasons why 
many companies ignore financial 
or corporate advertising, Mr. Per- 
shall said, are the belief that the 
advertising is no good if it doesn’t 
develop immediate public response 
and “a deathly fear of the Securi- 
ties & Exchange Commission.” 

As for the demand for an im- 
mediate reaction to such advertis- 
ing, Mr. Pershall said, this might be 
a reasonable attitude for a retail- 

(Continued on Page 38) 


OMe tee oe 


vv meee Diamond Walnuts 


RELATED ITEMS—This color spread will run in Life, March 17, and 

Look, March 18, as part of a General Mills-Diamond Walnut Growers 

promotion—a repeat of last year’s brownie mix-walnut program. Tv 

and newspapers will also be used. Batten, Barton, Durstine & Os- 

born, New York, for General Mills, and McCann-Erickson, San Fran- 
cisco, for Diamond walnuts, are the agencies. 


‘Bargain Economy-Size’ Quarts Seen 
as Comeback Move by Whisky Blends 


Step Debated as Shrewd 
Use of Business Slide, 
Threat to Liquor Pricing 


New York, Feb. 11—Distillers 
and others in the liquor industry 


‘Soft Drinks Will 


Need More Promotion 
in ‘58, Barnet Says 


PORTLAND, ORE., Feb. 11—The 
soft drink industry grossed more 
than $1.5 billion in the U.S. in 1957 
—its biggest year. But it will have 
to put out more “sugar” for cus- 
tomers in 1958 in the form of ad- 
vertising and promotion. This is 
the message Herbert L. Barnet, 
president of Pepsi-Cola Co., 
brought to a joint session of Ore- 
gon and Washington soft drink 
bottlers here last week. 

Mr. Barnet said the industry 
must expect “a rough time” 
through 1958 because the public is 
depressed by gloom-charged refer- 
ences to “depression,” “recession” 
and “leveling off.’”’ He explained 
that business must “get ready for 
the next wave” in economic de- 
velopment. There is no_ great 
change in sight for soft drinks, 
according to Mr. Barnet. 

Because soft drinks are not high 
priced, they are not readily given 
up by the public when the econ- 
omy is slow, Mr. Barnet indi- 
cated. # 


are watching with mixed emotions 
the push on bargain quarts of 
blended whisky that has developed 
new strength since the first of the 
year. 

Some marketing men think it 
may be the beginning of a new 
trend in liquor merchandising and 
promotion. By offering quarts at 
bargain prices as economy pack- 
ages, it is pointed out, the liquor 
industry is experimenting with a 
merchandising device that cereal, 
soap, soft drinks and other manu- 
facturers have used successfully 
to step up volume and increase 
turnover. 

Other marketing men are skep- 
tical of the value of this promo- 
tion. They fear it is likely to 
weaken the liquor industry’s price 
structure by making consumers 
too price conscious. 


= Currently, five blends are being 
offered to consumers here under 
$5 a qt. These are Continental Dis- 
tilling Corp.’s Philadelphia blend 
(Al Paul Lefton Co.); J. W. Dant’s 
Three Feathers and B.P.R. brands 
(Kleppner Co.); National Distillers 
PM (Lawrence Fertig & Co.); and 


(Continued on Page 76) 


Vihon Names New Agency 

E. S. Vihon Co., Chicago maker 
of Beau Brummel men’s billfolds 
and leather accessories, has named 
Burlingame-Grossman to handle 
its advertising. A campaign for the 
new Slimline styling will include 
ads in Life and point of purchase 
display material. 


a 


bere ee 


Murray Maguire Eyerly 


Botsford 


BOSSES—The Botsford, Constantine & Gardner direc- 
tors elected at the agency’s 40th anniversary in Se- 
attle are David M. Botsford, chairman, and David 
Botsford Jr., president, both of San Francisco; Karl 
Bender, secretary-treasurer, Portland; Elizabeth Ey- 
erly, exec vp and manager, New York; Joseph Ma- 


Botsford Jr. Bender 


Spruill 
guire, exec vp, Reinhart Knudsen, vp and manager, 
and Douglas Murray, vp and art director, all of Seat- 
tle; Bryce Spruill, vp and manager, Donald Law- 
ton and Tim Kilduff, vps, all of Portland. Other of- 
ficers include C. P. Constantine, co-founder, Ray 
Andrews and Stanley Swanberg, senior vps. 


Lawton Knudsen Kilduff 


Advertising Age, February 17, 1958 


Ludgin Says Ad 
Excess Makes All 
Ads Subliminal 


Cuicaco, Feb. 12—The sheer 
bulk of advertising today means 
agencies must give their adver- 
tising the quality of unexpected- 
ness to make it effective, says 
Earle Ludgin, chairman of Earle 
Ludgin & Co. 

“The weight of all advertising 
is greater than ever before,” Mr. 
Ludgin said at a meeting of the 
Advertising Executives Club of 
Chicago, “and this is a situation 
which we ourselves created. An 
ad must have an atmosphere of 
freshness to break through the 
weight of advertising around it. 
It must have the quality of un- 
expectedness to make the reader, 
listener or viewer willing to pay 
attention to what we have to say.” 

Employing the unexpected him- 
self, Mr. Ludgin demonstrated the 
growing bulk of advertising by 
having several persons unwind a 
roll of paper on which were pasted 
all of the pages of a Los Angeles 
Sunday Times (except the want 
ad sections). 


= “There are 242 pages here,” 
he said as the roll more than 
circled the room. “If you adver- 
tise in these sections, you are in 
a very crowded marketplace. And 
this is just one Sunday edition of 
one paper in one city.” 

To demonstrate this same crowd- 
ed condition on television, Mr. 
Ludgin showed a_ seven-minute 
film clip of the ending of one show 
and the beginning of another. 

The film showed the final sec- 
onds of the dramatic portion of 
“Mr. Adams & Eve,” which was 
followed by (1) a short spot with 


(Continued on Page 98) 


Admen Flop as 
‘Guinea Pigs’ in 
Subliminal Test 


SEATTLE, Feb. 11—Staff members 
of Botsford, Constantine & Gard- 
ner were guinea pigs for an unan- 
nounced test of subliminal adver- 
tising at the agency’s 40th annual 
meeting here last week, but as 
guinea pigs, the staff didn’t pro- 
duce. 

The test was conducted by John 
Heverly, radio and tv director of 
the agency, during the showing of 
a new half-hour dramatic tv pro- 
gram for one of the agency’s 
clients. Unknown to the audience 
Mr. Heverly hooked up a second 
projector, which flashed a symbol 
every seven seconds during the 
show for a total of 255 times. The 
flashes consisted of a single frame 
on a loop of film and each lasted 
1/24th of a second on the screen. 
A rheostat controlled the intensity. 

At the end of the showing, Mr. 
Heverly told the “guinea pigs” 
what he had done and passed out 
ballots containing five well-known 
company trademarks. Each viewer 
was asked to pick the symbol that 
he thought he had been exposed to. 
Only 12% chose the correct sym- 
bol. 

Comments from the audience 
ranged from, “This shows it (sub- 
liminal advertising) is absolute 
humbug,” to protests that “it 
wasn’t a fair test.” 


’ CALIFORNIA SENATE ASKS 


BAN ON SUBLIMINAL ADS 

SACRAMENTO, Feb. 11—The Cal- 
ifornia State Senate has voted 
unanimously to ask Congress to 
prohibit the use of subliminal ad- 
vertising on television. 

Sen. Robert I. McCarty (D.) was 
author of the resolution, aimed at 
banning a new advertising tech- 
nique claimed to give viewers a 
sales message without the viewer’s 
conscious knowledge. # 
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Advertising Age, February 17, 1958 


Consumers Should Spend; Saving Now) m0... 


Promotes Slump, Hitchings Asserts | 


Westinghouse’s Jewell 
Urges ‘Total Marketing,’ 
Full-Line Production 


James M. Jewell, vp in charge of | 
marketing, Westinghouse Electric | 
Corp., told the conference. 

Mr. Jewell urged marketing men | *e#t yourself to « 


|to become “crusaders for the basic | 


New Yokk, Feb. 12—A Ford 
economist said this week that con- 
sumers can help to reverse the cur- 
rent economic recession by spend- | 
ing instead of saving their money. | 

Opening the annual marketing 
conference of the American Man- 
agement Assn., George P. Hitch- 
ings, manager of the economic an- | 
alysis department of Ford Motor | 
Co., pointed out that one of the big 
problems in a recession is “to en- 
courage spending by those whose 
incomes have not been seriously | 
curtailed.” 

Mr. Hitchings conceded that low- 
er levels of spending are necessary 
for consumers whose incomes have | 
been reduced. But he added that | 
most consumers are not in this po- | 
sition and that “postponement of 
their normal spending will only 
contribute to further decline.” 

Mr. Hitchings said a government 
tax reduction would help to en- 
courage this needed consumer 
spending. 

One thing manufacturers can do. 
in the present situation, he sug-| 
gested, is to “put their houses in 
order” and “get ready for the next 
big market, which may not be to- 
morrow but is certainly coming.” 


s Expansion of the economy in the 
next 10 years depends on “more 
aggressive and imaginative use of 
what we know about marketing,” 


Recipe Insert in 
Canada'Digest'Is | 
Kraft Push Keynote | 


MONTREAL, Feb. 11—Kraft Foods 
Ltd. of Canada will spend $100,000 
on a promotion centered around a 
20-page recipe booklet insert in the 
March issue of the Canadian Eng- 
lish and French editions of Read- | 
er’s Digest. 

J. Walter Thompson Co. Ltd. 
said the magazine contract is the 
largest ever negotiated in Canada| 
and that the insert promotion is | 
the first of its kind in that country. 
Space costs were estimated at $70,- 
000. 

Production cost of the booklet, | 
with four cover pages in four col- 
ors and i6 two-color pages, was 
$6,000. The booklet, called the 
“Kraft Recipe Digest,” contains 91 
recipes and menu suggestions fea- 
turing Kraft foods. 

Kraft will also spend $24,000 on 


concept 


additional promotion, including 
the sending of 1,000,000 copies of 
the booklet to dealers for free dis- 
tribution. Chains and key inde- 
pendent stores have exclusive 
rights to the promotion of some 
of the recipes, and Kraft has sent 
promotion aids to all major stores. 
Promotional material will tie in 
with certain recipes to be featured 
on “Kraft Television Theatre” in 
Canada. 


8 Reader’s Digest is advertising 
the promotion with center spreads 
in Marketing and Canadian Gro- 
cer, and a page in Financial Post. 
J. Walter Thompson house ads 
telling of the insert are scheduled 
for Marketing and Financial Post. 

The insert will be bound into the 
more than 1,000,000 copies of the 
Digest distributed in Canada, and 
can be removed by tearing along a 
perforation. 


of modern 


sumer. 
“We must make known,” he said, 
“that managing the market is just 


marketing, | 
which is orientation of the con-| 


as critical as managing the mill; | 


that we must first know what the 


that our products must be, not 
those that we want to make, but 


;consumer wants before we plan; 


| 
| 


-won the jackpot 
on the pools, 


you still couldn't 


cleaner 


The only way to get a decent shave 


those that the customer wants US|AND GILLETTE—This newspaper ad 
to make; that our distribution sys- | carries the same theme as the new 
tems must be based, not on habits British tv commercials the razor 


of our particular industry, but on 
our customers’ habits; that all our 
production and distribution deci- 
sions must be shaped by a constant 
tidal 
our markets. 


|a “Information about consumers 


should be regarded by all divisions 
of a company’s management as just 
as important as the raw materials 
of its products. And this viewpoint 
—that the consumer should take 


(Continued on Page 68) 


No Brand Fixations 
in Motivation Data, 
Williams Tells AMA 


New York, Feb. 12—Depth in- 
terviews which turn up informa- 


| 
] 


| 


| 
| 
| 


blade maker is sponsoring in Brit- 
ain with a “way of shaving” theme. 


flow of information from! No Fuzzy Wuzzies... 


Gillette Uses 
Britain's ‘First’ 
Motivation TV Ad 


Commercial Promotes 
Way of Shaving, Not 
Manufacturer's Razor 


Lonpon, Feb. 11—Honor of 


tion that insurance is fatherly, that |SCreening the first television com- 
candy is a reward for children, or | mencial based on British motiva- 
that air conditioners symbolize a| tion research goes to Gillette Ltd. 


vertising. 
So says Dr. Robert J. Williams, 
project director of Alfred Politz Re- 


|search. In a talk this week before 


the American Marketing Assn. on 
the subject of determining basic 
advertising appeals, Dr. Williams 
dug into motivation men and their 
research techniques. 


® He was preceded at the luncheon | *' , 
|tions from films that created an 


by Irving Gilman, vp of the Insti- 
tute for Motivational Research, who 
put in a defensive commercial for 
motivation. “We do not feel that 


the statistical approach is the only | 


manner,” he said, and added later, 
“In 1957, though our business dou- 
bled, 60% of it was for old clients.” 
Mr. Gilman departed almost en- 
tirely from his advance summary 
of his remarks. 


‘return to the womb are a hin-|@nd its agency, W. S. Crawford. 
|drance to the creation of good ad-| 


Behind the production of the spot 
is a remarkable story of an un- 
orthodox presentation by the agen- 


ley and an equally remarkable 
l'agreement by the client to spend 


an amount reputed to be in excess 

of $300,000 without even seeing a 

storyboard for the commercial. 
When it made its pitch, Craw- 


|ford decided the idea of the com- 


|}mercial could be best put over to 


the client verbally with illustra- 


atmosphere, just as the Gillette 
commercial would create an atmos- 


| phere. 


“In the report of a study done | 


for State Farm Mutual Automobile | University of Chicago, who also 


Insurance Co. we learn that ‘in- 
surance is fatherly,’ 


(Continued on Page 72) 


® Crawford at the same time re- 
ported the results of a motivation 
research project carried out by its 
own field force over the previous 
nine months. The research was di- 
rected from America by Prof. 
Lloyd Warner, sociologist of the 


paid two visits to the agency while 


secenauelity Ue research was in progress. 


(Continued on Page 34) 


Wallace 


Dettman 


i 
a. 
\ 


Coleman Stewart 


CANADA'S LARGEST—The largest single magazine contract ever negoti- 
ated in Canada is signed by E. J. Coleman, advertising manager for 


Biggest Inroads Seen 
in Daytime Successions; 
Nighttime Has ‘em Too 


New York, Feb. 12—Television 
seems to be suffering a new case of 
giveawaryitis. 

While everybody has been con- 
centrating on the growing posse of 
cowboys and the soon to be dimin- 


er-the-wealth shows have been 
quietly moving into key network 
spots. 

Biggest encroachments have 
come in the daytime, where the 
money and prize programs are 
spreading like crab grass. It’s 
prizes, money and games all morn- 


‘Col. Bogey,’ Hit of 
‘Kwai Film, Also Is 
Hit as Rheingold Ad 


New York, Feb. 11—Liebmann 
Breweries, which has _ parodied 
popular tunes in its Rheingold 
commercials for many years, cur- 
rently is cashing in heavily on the 
“Col. Bogey March” featured in 


the River Kwai.” 

The jingle, which sets a “My 
beer is Rheingold the extra dry” 
theme to a rousing tempo, owes its 
inception to a London trip last fall 
by Philip Liebmann, brewery pres- 
ident, in the course of which he 
saw the film. On his December re- 
turn, Mr. Liebmann asked the 


j}agency (Foote, Cone & Belding) to 
| prepare a jingle to fit the 1917 Eng- 
| lish march’s stirring rhythm. 

| Bandmaster Paul LaValle then 
| was hired to handle the date, which 
snowballed into one of the biggest 
spot commercial recordings in his- 


§ A 36-piece band, 10 singers 


and 10 whistlers were used. The 
|agency then kept the property un- 
| der wraps until prior recordings 
| by Mitch Miller and Art Mooney 
|recently began inching into the 


top-ten hit category. 


® The Rheingold commercial, 
which does not duplicate the elab- 
orated movie version, but sticks to 
the 1917 original, currently is 
heard in all the brewery’s major 
| markets, including New York, New 
Jersey, Connecticut, New Hamp- 
shire and Pennsylvania. + 


‘Project’ into Your 


Industry, Schleicher 
Tells Business Papers 


Cuicaco, Feb. 11—Projection— 
not promotion—can increase the 
stature of a business publication 
and help sell advertising, accord- 
ing to W. F. Schleicher, vp and edi- 
torial director of Hitchcock Pub- 
lishing Co., Wheaton, III. 

Projection, Mr. Schleicher ex- 
plained at a meeting of the Chica- 
go Business Publications Assn., 
means telling advertisers and oth- 
ers what you are doing and what 
you are. 

“Who believes a survey, paid for 
by the publisher, showing that his 
publication is No. 1 this or that?” 
he asked. “You should tell agencies 
about the industry you serve; give 
the advertiser some information he 
can use in his business.” 


publication’s space salesmen, 


ished chorus of singers, the show- | 


Columbia Pictures’ “The Bridge on 


Mr. Schleicher suggested that a 
as 


Giveaway Ratings Dip, 
but Sponsors Love ‘em 


ing long weekdays on NBC—after 
Dave Garroway gets everybody 
' awake. CBS still goes in heavily for 
|soap operas, but the Garry Moore 
| period will be taken over by a game 
show when Mr. Moore withdraws 
from the daytime fray. 

There also will be more catering 
to the acquisitive nature of the 
American public in the evenings. 
Two early season vacancies on 
CBS will be filled by money shows. 


® Starting April 1, Toni (North 
Advertising) will sponsor a new 
Jan Murray package, “Wingo,” in 
the 8:30 p.m., EST, period, which 
is being vacated by Eve Arden 
(Shulton and Lever). The pack- 
agers are being very secretive 
about the methodology of their 
giveaway, but they are very ex- 
pansive on the size of the jackpot. 
They make it sound as though Toni 
is ready to tap Fort Knox. “It’s the 
kind of show where a contestant 


(Continued on Page 44) 


We've Outgrown You, 
Says Client Nesbitt; 
‘Moll Agency Agrees 


PHILADELPHIA, Feb. 12—One of 
| the most amiable and unusual an- 
nouncements of an agency-client 
breakup was made here this week. 

John J. Nesbitt Inc., local manu- 
facturer of heating, ventilating 
and air conditioning equipment, 
announced it was leaving George 
Moll Advertising Inc. after 27 
years because it had become too 
big for the agency. Mr. Moll, in the 
same release, agreed. The company 
appointed Aitkin-Kynett Co. its 
new agency. 

When Moll was appointed by 
Nesbitt 27 years ago, the Nesbitt 
company was less than one-tenth 
\its present size. 

“During this same period the 
Moll organization grew as well,” 
the release said, “‘but the agency’s 
chief difficulty was to find and 
add enough capable staff members 
to meet all the needs of Nesbitt 
and its other clierits.”’ 


s The two parties got together at 
the end of 1957 and agreed the mu- 
tual problem was one of “growing 
| pains.” Severance of the relation- 
ship was agreed upon as the quick- 
est way to bring mutual relief. 

“The Nesbitt account has been a 
challenging one,” stated Mr. Moll, 
“and no agency could have en- 
joyed more friendly relations than 
ours with Nesbitt have been.” 

While the Nesbitt account com- 
prised 20% of the Moll agency’s 
annual billing, neither side dis- 
closed how much Nesbitt spent. # 


| 
| 


| 


C. R. (BOB) DEVINE has been appointed 
advertising director of the interna- 


The Digest also will promote the 
insertion with 40-line newspaper 
ads in 20 Canadian markets, and 
by mailing 4,000 copies to a se- 
lected list of executives in the U.S. 
and Canada. + 


Kraft Foods Ltd., and Carl Dettman, ad manager in Montreal for 

Reader’s Digest. The Digest will carry a 20-page Kraft recipe book- 

let insert in its March Canadian issue. Watching the signing are Wil- 

liam Wallace Jr., vp of J. Walter Thompson Ltd., and D. K. Stewart, 
account executive for Kraft at JWT. 


well as its editorial writers, visit| tional editions of the Reader’s Di- 
companies in the industry it covers gest. He succeeds John Briel, who 
* ’ 


and keep up with industry news. |* . ‘ 
Small =e A to determine what |“ being transferred to Chicago as 


people in the industry buy what | %S0ciate advertising director of the 
goods might also be of service to international editions. Mr. Devine 
l\advertisers, he said. # joined the Digest in May, 1955. 
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Adams Heads Campbell-Ewald as Agency | 


Implements ‘Youth Plan’ Set Forth in 1956 


Detroit, Feb. 
Ewald Co. yesterday put the ac- 
cent on youth. 

Into the president’s chair went 
38-year-old Thomas B. Adams, 
previously vp and assistant to the 
president, all of whose advertising 
experience is postwar, and all with 
Campbell-Ewald. 

Henry G. Little, chairman of the 
board since 1953 and president 
since 1952, will continue as board 
chairman. 

Colin Campbell, senior vp, was 
elected exec vp. 

The promotions, according to the 
agency, are the result of an organi- 
zation plan set forth by Mr. Little 
in 1956 to the executive committee. 
The plan seeks to put special em- 
phasis on keeping up the agency’s 
strong leadership “by developing a 
younger group of executives in 
modern management methods.” 

These changes were announced 
after the annual meeting of the 30 


13—Campbell-| 


stockholders of Campbell-Ewald, | 
who reelected the board of direc- | 


tors, which includes, in addition to 
Messrs. Little, Adams and Camp- 
bell, J. J. Hartigan, vice-chairman 
of the board, Lawrence R. Nelson, 
chairman of the executive commit- 
tee, Clarence Hatch Jr., exec vp, 
and E. A. Schirmer and J. H. For- 
shew, senior vps. The board is 
also the agency’s executive com- 
mittee. 


s The new president of Campbell- 
Ewald is a native Detroiter, who 
starred in football and track at 
Wayne University, from which he 
graduated in 1941. Before entering 
naval service he played part of 


the 1941 season with the Chicago | 


Cardinals as a halfback. As a naval 
aviator, flying torpedo bombers off 
Guadalcanal’s Henderson Field, he 
was shot down twice, rescued once 
by friendly natives and once picked 
up from a life raft by a destroyer. 


In January ‘58 
Our Retail Lineage 


GAINED 
19% 


OVER 


THAT 


FOR JANUARY ‘97 


Local merchants are aware of the value 
of more newspaper advertising in “‘The Beck- 
oning Land” (that’s Roanoke!). 


How about you? 


FREE BOOKLET with FULL INFORMATION 
“THE BECKONING LAND" gives you full 
details. Ask your S.F.W. Representative or 


write direet 


ROANOKE 


National Representatives 
FERGUSON 


SAWYER — 


TIMES AND 
WORLD-NEWS 


oe 


| 


|He won the Navy Cross, and left 
lthe Navy as a _ lieutenant-com- 
| mander. He joined C-E’s radio de- 
partment in 1945, was moved to 
the Chevrolet account and was in 
|'charge of the Detroit Dealer Assn. 


Thomas B. Adams 


. | 
|\In 1953 he was account executive 
}on Chevrolet’s national used car | 


advertising. In January of 1955 he 
became general assistant to the 
president. 


® Colin Campbell is a veteran of 
Campbell-Ewald. He came to the 
agency in 1926 (he is no relative of 
the late Frank Campbell, who 
founded the agency with the late 
Henry Ewald in 1911) and has 
been on the Chevrolet account for 
nearly 23 years, most recently as 
account executive. As exec vp he 
will continue to supervise all Chev- 
rolet account activities. 

Mr. Adams and Mr. Campbell 
have served as co-chairmen of the 
agency’s operations committee, an 
effort to spread executive respon- 
sibility. Campbell-Ewald billings 
have more than doubled in the last 
five years, and the agency has add- 
ed to its collateral service, crea- 
tive, research and _ broadcast 
groups. # 


Conover-Mast and 
‘Institutions’ Settle 
‘Suit Out of Court 


| Cuicaco, Feb. 13—Domestic En- 
|gineering Co. here and Conover- 
Mast Publications, New York, have 
settled litigation between them by 
| agreement. 

| Domestic Engineering Co. en- 
tered its suit against Conover-Mast 
|in 1954, charging infringement of 
the title and subtitle of its pub- 
lication, Institutions Magazine of 
| ae oemne, Mass-Housing, by 
| Conover-Mast’s Institutional Feed- 
ing & Housing. Copyright violations 
and unfair competition also were 
charged. 

The original suit was settled in 
favor of Domestic Engineering Co. 
in U.S. district court here last June 
(AA, June 17, 57). Following that, 
Conover-Mast announced it would 
appeal the case. The appeal has 
been withdrawn and the judgment 
now becomes final. 


® Terms of the settlement, includ- 
ing damages for claimed loss of 
profits and advertising, have not 
| been disclosed. However, the name 
of the Conover-Mast publication, 
Institutional Feeding & Housing, 
will be changed to Volume Feeding 
Management. 

Edward H. Howard, advertising 
manager, said: “The new name fits 
the field and type of reader we 
serve better than the old name. It 
is more explicit. The word ‘hous- 
ing’ in the old title was confusing 
and something of a misnomer.” 

The monthly’s 11%x11%” size 
is being changed to 10%x10%4” and 
new typography will be used. 

The only advertising rate change 


| 


|an oversize plate of 10x10”. In the 
|mew size the plate required for 


that will be made as a result of the 
new size, Mr. Howard said, will 
be for 12-time advertisers who use 


“oversize page ads” will be 9x10”. 
The 12-page rate for such ads will 
be reduced from $1,070 to $1,000. # 


|MeCann-Erickson gains Buick account, 
sheds Chrysler; account appointment 
comes to ad- 
men 


| Grant acquires Abbott Kimball Co., ap- 
| proaches $95,000,000 mark ............Page 1 


Success has spoiled admen, Paul Harvey, 


Advertising Age, February 17, 1958 


Highlights of This Week's Issue 


New York furniture dealers revise ad 
standards code in cooperation with bet- 
ter business bureau; photographers set 
up brand new code of advertising and 
selling practices Page 40 


Third annual circulation seminar for 
business publications to be held in Chi- 


ABC radio commentator, tells adclub cage Aug. 13-16 ~~ Aage @ 
in special Advertising Week network | 47 of the 49 brand leaders in Minnesota 
| broadcast . wesese Page 1] in 1956 led again in 1957, according to 
| Advertising can be used to dramatize| the Minneapolis Star And Tribune 
} and project the financial stability and “Homemaker Study” Page 51 


economic significance of a business, J. 
R. Pershall, agency head, tells Midwest 
Stock Exchange Page 2 


Bargain quarts of blended whisky are 
looked to by distillers as they develop 
new selling strength since the first of 
the year peuinasanigiion 


| Excess of advertising means ads must be 


Radio and ty stations are pitching against 
subscription television, E. F. McDonald 
Jr., head of Zenith, charges ........Page 62 


Viewers vote against pay tv via postcard 
poll; some of them are from Bartles- 
ville : ..Page 63 


Affiliated Advertising Agencies Network 


| fresher, more original to capture con- adds agencies in France, Belgium, 

sumer’s attention, Earle Ludgin tells Austria and Switzerland ............ Page 64 
Advertising Executives Club of Chi- 

cago anaes x Page 2| Canadian radio nets $7,234,000 in 1956, 

television goes $331,000 in red, accord- 

Subliminal advertising is tried out on ing to first report on industry by Bu- 


staff of Botsford, Constantine & Gard- 
| mer, but the unaware agency men didn't 
respond inaneen ia — Ff. 


More advertising will be needed for soft 
drink industry to counter consumer 
gloom at talk of “depression” and “re- 
cession,” Herbert Barnet, Pepsi-Cola 
president, tells bottlers Page 2 


Consumers can help reverse current eco- 
nomic recession by spending their 
money instead of saving it, Ford econ- 
omist George P. Hitchings tells 
American Management Assn. confer- 
ence Page 3 


Kraft centers $100,000 Canadian push 
around 20-page recipe booklet insert 
in Canadian editions of Reader's Di- 
gest aes — 


Motivation research data hinders the cre- 
ation of good advertising, Robert Wil- 
liams, project director of Alfred Politz 


Inc., tells American Marketing Assn. 
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just great / 


You've done it again. Yo missed 

% the biggest single TV buy in the 
West. You passed up the Cascade 
Television package again . . . this 
KIMA.-TV with its satellites. Doesn't 
an exclusive billion-dollar market 
tickle your fancy? Here's a half- 
million people and Cascade's got 
‘em—exclusively. Let's not miss it 
again, Smidley, or we'll be miss- 
ing you around here. 


Quite a market... 


General merchandise $60,135,000 
Apporel $26,172,000 
Source 1957 “Survey of Buying Power” 


KIMA-TV 


YAKIMA, WASHINGTON 
with its sotellites 
KEPR—TV, Pasco, Wash. 
KLEW—TV, Lewiston, Idabe 
ond KBAS—TV 
Ephrete, Meses Lake, Wesh. 


CASCADE 


BROADCASTING COMPANY 
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Better Homes & Gardens’ editors are an ingenious group. They 
have a marvelous talent for discovering just what new ideas will 
interest their home-and-family-centered readers most. And a 
talent for presenting those ideas in the most stimulating and 


helpful way. 
The idea of cooking outdoors has caught on all over the 
country in big homes and little ones, with BH&G fanning 
the flames in page after page of editorial excitement. And 
along with the idea, a whole new market for everything 
from outdoor grills to barbecue sauces has been born. 
The folks who read Better Homes & Gardens— 
men and women and their teen-age youngsters, too—get 
worked up about the ideas they see in BH&G. The more 
they see and read, the more they do and the more they buy. 
For advertisers, the atmosphere in BH&G is unique among 
all major media. Meredith of Des Moines... America’s biggest 
publisher of ideas for today’s living and tomorrow’s plans 


ot America reads BHaG the family idea magazine 


4,500,000 COPIES MONTHLY 
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This Week in Washington... 


Census Weighs Ending TV Set Tally, 
Counting Newer Appliances Instead 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, Feb. 13—This may | 


be hard to believe, but there actu- 
ally was a tentative decision a few 
weeks ago to drop the tv count 
from the 1960 population and hous- 
ing census. 

In recent years, radio-tv and a 
few other household appliances 
have been “hitch hikers,” counted 
by census enumerators on a sample 


basis when they go out to study 
the population and its housing fa- 
cilities. 


® But the census form can ac- 
commodate only a limited numher 
of hitch hikers, so there has’ been 
some feeling at the bureau that 
radio-tv should be dropped this 
time, in favor of some of the newer 
appliances, such as air conditioners, 
freezers, dishwashers or dryers. 


Naturally, this decision prompt- 
ed quite a reaction. While there is 
a good case for omitting radio, 
since, except in the most backward 
areas, virtually everyone has one, 
powerful arguments are being mo- 
bilized to save the tv count. 


® Even on a nationwide basis, tv 
saturation only amounts to about 
75 per cent, so broadcasters say the 
county-by-county tabulations 
which are available from a census 
are needed to point up the con- 
centrations in set ownership. On 
the other hand, the Federal Com- 
munications Commission needs to 
know where the gaps in set own- 
‘ership exist, if it is to determine 
|whether existing channel alloca- 
tions are providing adequate cov- 


erage for the whole country. 


American Motors’ 
Split Economic president, George 
Might: Romney Romney, bright- 

ened up Senate 
judiciary committee’s ponderous 
probe of automobile prices by pro- 
posing legislation to “break up” 
companies and unions that repre- 
sent excessive concentrations of 
power. 

He conceded his company is big, 
too, but compared with the three 
largest automobile manufacturers, 
it is “small elephants” versus “full- 
scale mastodons.” 

His justification for limiting the 
amount of “bigness” that a com- 
pany can achieve is that some com- 
panies—like the big three auto 
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Advertising Age, February 17, 1958 


| firms—are so big that their mis- 
| takes have an impact on the entire 


economy. Similarly, he said, some 
unions are now so big that even the 
largest companies are powerless to 
deal with them. 

As Mr. Romney sees it, compa- 
nies should be required to split up 
voluntarily if they achieve 35 per 
cent or more of the market. There 
should be no stigma involved in 
this, he said. “Instead it should be 
regarded as a mark of success, and 
the public should hail the men who 
build so successfully that they are 
able to give birth to new companies 
in the interest of maintaining ade- 
quate competition and furthering 
the vigor of our economic prog- 
ress.” 


The urge for re- 
Ethics for form has reached 
Congressmen? such proportions 

that some mem- 
bers of Congress are considering a 
bill which requires members of 
Congress to be as strait-laced as 
other government employes are 
supposed to be. 

Under a bill just introduced by 
Rep. Thomas Pelly (R., Wash.), all 
government officials, including 
congressmen, who make more than 
$10,000 a year, would be required 
to disclose all outside sources of 
income and would be forbidden to 
accept gifts, favors, services or 
compensation from individuals or 
organizations subject to their con- 
trol. 

His move was promptly wel- 
comed by Rep. Kenneth Keating 
(R., N.Y.), ranking Republican on 
the House judiciary committee, 
who promised to press for early 
hearings. “It seems to me,” said 
Rep. Keating, “that hearings in 
congressional committees constant- 
ly bring out the fact that we should 
have the same standards of ethics 
governing the actions of those in 
the legislative branch as govern 
those in the executive branch.” 


Internal Revenue 
Service officials 
may soon invite 
some suggestions 
for simplifying individual record- 
keeping documenting the expense 
account deductions which citizens 
will be required to list on their 
1958 income tax returns. 

The bureau is acutely aware that 
criticism is bound to develop if 
millions of low-income taxpayers 
are required to keep itemized ac- 
counts on petty cash reimburse- 
ment, such as bus fare, or an occa- 
sional lunch. So a proposed regula- 
tion specifying the kind of expense 
account information the bureau re- 
quires is currently being drafted, 
and it will soon be circulated for 
public discussion. 

One idea commonly offered pro- 
poses that taxpayers be absolved 
from providing detailed justifica- 
tions if expense reimbursement is 
only a small sum, or a specified 
percentage of gross income. 


Nickel & Dime 
Tax Records 


High pressure so- 
‘Labor Press’ licitation of ads 
for questionable 


Probe Seen 
labor papers is 


high on the agenda of the Senate 
small business committee this year. 

The committee reports it has 
been getting complaints from busi- 
ness men who tell about “boiler 
room” operators who solicit ads by 
long distance phone. 

In a couple of instances, the Fed- 
eral Trade Commission has issued 
complaints charging that some of 
these papers actually have no di- 
rect connection with a union. 

Moreover, the CIO-AFL has tak- 
en vigorous steps to stamp out the 
practice. It has warned member 
unions that ads must not be sold 
on the phone, and it has advised 
business men that ads in labor 


papers should be bought only for 


good sound advertising reasons, the 
same as any other advertising is 
purchased. + 
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ft INFLUENTIALS 


-they tell the others! 


What’s the biggest reason 
Smoke smokers give for switching 
brands? Recommendation of a friend. See what 
happens when cigarette advertisers kindle the 
ever-fresh interest of the Post -Influentials! 


B d aqo n! Suddenly, you see the Post-Influential’s brand everywhere. (Post influence moves sideways—friend to friend, neighbor to neighbor, fellow worker 
ranag w g * to fellow worker. And the Post reaches Influentials on every income level!) Post advertisers drag in profits. The Post can pull ’em in for you, too. 


' 


advertising. Post-Influentials believe what they 


Oo ke | 9out of 10 Post readers feel friendly toward Post 
My ome read, buy what they believe in! But that’s 


ny, Scheie ea 


only the beginning... 


Braggin’. 


Advertisers draw a king-size extra from the Post. 
Politz proved that Post readers talk about and 
recommend things they read in the Post! 
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Adman Works in Marketing Field, but 


He's Adman, not Marketer, Ebel Says 


(Continued from Page 1) 
and marketing represents the 
broad view and comprehensive 
planning which is necessary if 
advertising, with other marketing 
functions, is to be fully effective.” 

This, Mr. Ebel reasoned, is get- 
ting the horse back in front of the 
cart where it belongs. 

Discussing the growing com- 
plexity of advertising, he said, 
“There was a day when the word 
advertising meant simply ads in 
newspapers or magazines, painted 
signs or calendars.” 


8 “Today the word covers all phas- 
es of commercial communication 
with the consumer. In addition to 


FCC Probe Crackles 
With Resignations, 
Firings, Accusations 


WASHINGTON, Feb. 14—The con- 
gressional investigation of federa] 
regulatory agencies was running 
around in circles this week, but 
the feuding stopped long enough 
for the committee to receive testi- 
mony that Federal Communica- 
tions Commissioner Richard Mack 
accepted at least $2,650 from a 
Florida lawyer who had been re- 
tained to help National Airlines 
get tv Channel 10 in Miami. 

At various times during the 
week each accuser found himself 
in the role of accused, and by 
midweek the committee had fired 
Bernard Schwartz, its chief coun- 
sel; accepted resignations from two 
other staff members; accepted 
the resignation from the chair- 
manship of the committee by Rep. 
Morgan Moulder (D., Mo.), and 
installed as chairman Rep. Oren 
Harris (D., Ark.). 


8 Today’s hearing got under way 
with Mr. Schwartz testifying under 
subpoena as a committee witness. 
He was called after members de- 
manded that he back up his charge 
that he was fired at a time when 
the majority knew he had evidence 
that money changed hands in the 
Channel 10 case. 

Under questioning he conceded 
that he had given details of the 
Channel 10 situation only to Rep. 
Moulder and Rep. Harris. He con- 
tended other committee members 
certainly must have been aware of 
the case since there had been dis- 
cussion of it in the press and they 
were on notice that he was pre- 
paring a full report on the case 
for presentation to the committee 
on Monday (Feb. 10). 


s In his report on the Channel 10 
case, Mr. Schwartz pointed out 
the original recommendation by 
Hearing Examiner Herbert Sharf- 
man in early 1955 favored Col. 
Frank Katzentine and ranked Na- 
tional as the “least qualified” of 
four competing applicants. In the 
files, according to Mr. Schwartz, is 
an affidavit from Col. Katzentine 
reporting that in mid-1955 he was 
warned by Sen. George Smathers 
(D., Fla.) that Commissioner Mack 
had been “pledged” to National 
Airlines by a close associate, Flori- 
da attorney Thurman Whiteside. 


® Today Commissioner Mack said 
he had no thought of resigning, 
pledged his cooperation with a 
forthcoming FBI investigation, and 
asked for an immediate oppor- 
tunity to testify before the Harris 
committee. He termed the 
Schwartz testimony “unsubstanti- 


ated charges, accusations, innuen- 


dos and distortions.” 

Meanwhile, in Miami Thurman 
Whiteside termed the Schwartz 
testimony as “lies.” # 


magazine and newspaper adver- 
|tising, it now includes television 
jand radio commercials, store dis- 
|plays, outdoor posters, bus and 
subway cards, sampling, recipe 
| books, pamphlets, all forms of di- 
|rect mail, minute movies—even 


“There is toll television and 
subliminal perception. 

“In addition, advertising nowa- 
days includes all the consumer 
deals and _ incentives—‘10¢ _ off’ 
deals, ‘two for 1¢ extra’ deals, 
‘piggy-back’ deals, coupon good 
for 10¢ on the next purchase, box- 
top offers, self-liquidation premi- 


and on and on.” 

Mr. Ebel recalled that during its 
15 hours of waking time the typi- 
cal family is exposed to 1,518 ad- 
vertisements. 

That, he said, is why the need 
is greater than ever for copy that 
will get through to the consumer. 


s “Advertising not only has to 
compete with the greatly in- 
creased volume of other advertis- 
ing, but it also has to compete 
with the public’s greatly broad- 


tisements and distractions,” 
Ebel declared. 

Among these he listed a 250% 
increase in home gardening, a 
122% increase in motoring, a 108% 
increase in boating, a 139% in- 
crease in playing records and a 
128% increase in fishing. # 


British Subsidiary 
of General Foods 
Appoints FC&B 


Lonpon, Feb. 11—Alfred Bird & 
Son Ltd., British subsidiary of 
General Foods, is expanding its 
new product development pro- 
gram and expects to market new 
lines in Britain shortly. 


Mr. 


product program came with an an- 
nouncement by Bird of its appoint- 
ment of Foote, Cone & Belding Ltd. 
as its second agency. 

But there was no word from 
either the company or the agency 
on what advertising FC&B would 
handle. 


® The announcement of FC&B’s 
appointment said it was brought 
about by Bird’s “expanding pro- 
gram of new product development 
and the increased volume of busi- 
ness.” 

Alfred Bird & Son is one of 
Britain’s largest advertisers. The 
Statistical Review of Press Adver- 
tising shows that it spent over 
$1,250,000 on print media alone in 
1956. 

At present it markets Maxwell 
House coffee, Instant Whip, cus- 
tard powder, cake mixes, table 
jellies and Jell-O, blanc mange, 
Grape Nuts cereal and Instant 
Postum. The agency for all these 
products is Young & Rubicam Ltd. 

Foote, Cone—like Y&R—is a 
General Foods agency in the U.S. + 


sky writing and matchbook covers. | 


ums, packed-in premiums—and on | 


ened interests, avocations, diver-| 


First hint of the expanded new | 


|A. E. STALEY Il, advertising director 
of A. E. Staley Mfg. Co., Decatur, 
Ill., will join Dancer-Fitzgerald- 
Sample, Chicago, as a vp, effective 
|when a successor is appointed to 
his Staley post. 


Drug Makers Police 
Own Ads, Dr. Kline 
Assures House Unit 


WASHINGTON, Feb. 14—Medical 

people who were called to testify 
on advertising abuses for tranquil- 
izers and other ethical drugs told a 
House subcommittee today that the 
| drug industry is doing an effective 
| job of cleaning its own house. 
The hearing, organized by Rep. 
| John Blatnik (D., Minn.), was sup- 
posed to determine whether drug 
houses use razzle-dazzle publicity 
methods to push the sale of their 
latest miracle products. But medi- 
cal people who had previously 
| been critical of the drug companies 
failed to give the investigators any 
encouragement. 

The lead-off witness was Dr. 
|;Nathan S. Kline, director of re- 
search, department of mental hy- 
giene, State of New York. Last 
June he had signed an editorial 
highly critical of promotions for 
|new drug products, but his 30-page 
statement today was replete with 
lassurances that drug companies 
cannot hope to remain in business 
if they try to fool doctors. 


@ When a drug is in the investiga- 
tional stage prior to marketing 
there is literally no one more anx- 
ious to find out its limitations in 
respect to both action and undesir- 
able side effects than the pharma- 
ceutical house producing the prep- 
aration, he said. “This would be 
true for economic reasons if for 
no other since, if a drug is not as 
potent as some other available 
preparation, it will not stand up to 
competition on the market,” he ex- 
plained. 

While he would tighten FDA’s 
control over prescription drugs, he 
said the Federal Trade Commission 
should continue to regulate adver- 
tising for over-the-counter drug 
products. + 


Colgate Appoints Harris 
Colgate-Palmolive Co., 
York, has appointed Remus 


New 
A. 


Harris to the new position of new 
products manager of the toilet ar- 
ticles division. Mr. Harris was at 
one time a vp and director of mar- 
keting of Biow Co., and recently 
has been an independent market- 
ing consultant. 


Hanis 
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SOUTHERN FRIED—Armour & Co. will rvn this horizontal half-spread 

in newspapers in major markets to promote its new Pan O’Gold 

frozen buttered frying chicken. The product was tested in seven 

cities (AA, April 1, 57). National distribution is expected by this 
summer. N. W. Ayer & Son is the agency. 


‘Smaller Postal Rate 
Hikes Reported in 
Senate Bill Redratt 


WASHINGTON, Feb. 14—Redraft- | 
|ing of a postal rate increase bill! 
is moving rapidly ahead behind the! 
|}scenes in the Senate post office 
committee while the committee 
goes through the motions of listen- 
ing to publishers and others who 
are still trying to register their 
opposition to a big rate hike. 

Details of the plan which is) 
shaping up for the consideration of | 
the Senate committee members are 
secret, but some of the provisions | 
now being considered represent < 
reduction from the steep rate 
hikes approved by the House last 
spring. 

The plan reportedly includes 
these features: (1) a 4¢ rate for 
first class and 7¢ for airmail, (2) 
a $20 per thousand bulk rate for 
third class and (3) a series of three 
annual increases for publisher’s 
second class involving a 10% in- 
crease on editorial portion and 
15% on advertising portion foi 
each of the three years. 

In addition to increases in each 
of the major classes of mail, the 
Senate committee staff reportedly 
is working on a number of im- 
portant technical changes closing 
loopholes in the postal laws and 
clarifying some of the technical 
provisions which trip up publishers 
who try to carry inserts and other 
unusual kinds of ads. 


s One provision which has been 
studied inside the Senate post of- 
fice committee exacts a 10% “sur- 
charge” from newspapers and new: 
magazines eligible to receive so- 
called “red tag” treatment assuring 
them the same handling that is 
given to first class mail. 

Another, aimed at lightweight 
periodicals, boosts the minimum 
piece rate for second class mail 
from %¢ to le¢. 

A provision giving controlled 
circulation periodicals the same 
service that is available to publi- 
cations entered in second class is 
also being considered, although the 
controlled circulation periodicals 
would continue to pay substanti- 
ally higher rates. 

An entirely new portion of the 
bill which is being developed ir 
the committee seeks to modernize 
some of the detailed restrictions 
on advertising contents of periodi- 
cals entered as second class mail. 

Among the problems in this 
area which would be resolved un- 
der the provisions now being con- 
sidered are the status of inserts 
and other unusual ads which often | 
are considered unmailable in 
second class matter. Under exist- 
ing procedure, an entire issue of a 
magazine may be forced to pay 
third or fourth class rates if any 
portion is ruled to be third or 
fourth class. A proposal now being 
studied would permit magazines 
to pay third or fourth class for the 
controversial portions, while re- 
taining the right to pay second 
class rates for the remainder. + 


Sutton Publication 


Changes Size: Name 


Wuite Pains, N.Y., Feb. 13— 
Electronic Equipment, a Sutton 
publication, has changed its name 
to Electronic Equipment Engineer- 
ing, effective with its February is- 
sue, and with its April issue it will 
change from 11%x11%” size to an 
8%x11%”" format. There will be 
no change in advertising rates. 

Both the name change and the 
change in the format have been 
made as the result of surveys made 
over the past year among readers 
and advertisers. Readers were al- 
most unanimous in desiring a 
change in format for quick read- 


ing, convenient filing size and gen- 
eral handling. # 
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PINK & LEGGY—Belle-Sharmeer is all 
set for a red shoe spring and colors 
its stockings accordingly. The 
shades promoted in this Feb. 15 
Vogue ad are Rocket Red and Moon 
Mad. Marjorie Wilten Advertising, 
Clayton, Mo., is the agency for 
Wayne Knitting Mills. 


Merger of Katz, 
Reynolds-Fitzgerald 


Is Consummated 


New York, Feb. 13—Merger of 
two major newspaper representa- 
tives, Katz Agency and Reynolds- 
Fitzgerald, previously reported in 
negotiation (AA, Feb. 3), will be- 
come effective March 1. The con- 
solidation unites two of the oldest 
newspaper representatives in the 
country, and the combined staffs 
will operate under the name of the 
newspaper division of the Katz 
Agency. 

It will have 11 offices, and rep- 
resent about 30 newspapers, in 
markets including New York, Phil- 
adelphia, Chicago, Syracuse, De- 


troit, St. Louis, Atlanta, Dallas, 
Los Angeles, San Francisco and 
Seattle. 


Abe Doris, vp of the Katz Agen- 
cy, will be general manager of the 
newspaper division. John E. Rohde 
former president of Reynolds- 
Fitzgerald, will become a vp of 
Katz and will manage the Chicago 
office. Fiske Lochridge, formerly 
assistant sales manager of Katz, 
will become assistant general man- 
ager of the newspaper division in 
New York. # 


‘Look’ Boosts Four 

Look, New York, has named 
Lester Suhler and Harold Webber 
to its board of directors and Thom- 
as R. Shepard and Abner Sideman 
vps. Mr. Suhler is vp and subscrip- 
tion manager; Mr. Webber is a vp 
working on general operations; Mr. 
Shepard is assistant advertising 
manager, and Mr. Sideman is 
newsstand circulation manager. 


JOHN L. BRICKER, vp in charge of 
marketing of Whirlpool Corp., has 
resigned and will join Kenyon & 
Eckhardt, Whirlpool agency, as vp 
of West Coast operations, head- 
quartering in Los Angeles, effective 
March 3. Jack Sparks was named 
Whirlpool director of marketing in 
December (AA, Dec. 9). 
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There are many MACHINE DESIGN readers in 
industry today who make it their business to 
know you intimately . . . your strength, how far 
you can reach, how well you can use your hands. 


This is ‘Human Engineering”, typical of many 
fields where MACHINE DESIGN is the favorite 
source of basic engineering information. 

Its products are such wonderful conveniences as 
the pushbutton drive in your automobile, 
one-knob tuning on your TV, your telephone dial. 


And because MACHINE DESIGN plays an 
important part in developments like these, it is 
also an outstanding “‘salesman” of the products, 
components, materials and finishes engineers 
need to bring their ideas to life. 


Advertising in MACHINE DESIGN gets high 
readership. Starch and Ad Gage studies show 
increases as high as 55°, in average readership of 
advertisements over the past two years. 


Advertising in MACHINE DESIGN pulls inquiries 
in volume. Inquiry production has grown 40% in 
the past year, tripled over the past two years. 
Wherever new products are being developed, 


you'll find men reading MACHINE DESIGN. 
That’s why it belongs on your 1958 


advertising schedule. 
a 
= 
[=) 
c 
Ee 
a publication 


Penton Building / Cleveland 13, Ohio 
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Information for Advertisers 


ASSURE PROFIT-PRODUCING SALES VOLUME 

FOR YOUR PRODUCTS IN THE WORLD-WIDE 

$9 BILLION MILITARY CONSUMER MARKET 
ae nee mmm I 


| “It’s always important to know 
| how many people—and what kinds 
of people—you reach with your 
advertising dollar,” says Look 
about its 1957 readership study 
conducted by Alfred Politz Re- 
search. The findings have been 
summarized in a 16-page brochure 


Sell the dynamic military consumer market where demand is fired 


by abundant discretionary purchasing power and spending is available from Don Perkins, Look 


sustained by a $9,000,000,000 continual and uninterrupted annual 
wage. The Armed Forces number more than 5,000,000 servicemen 
and dependents. Reach this gigantic, global market now through 
the top-circulation TIMES Service Weeklies-to earn immediate 
returns and to build brand loyalties that will endure indefinitely. 


ad director, 488 Madison Ave., 
New York. The study reports on 
Look readers by age group, in- 
come, region, community (metro- 
politan or non-metropolitan) , fam- 
ily size and occupation group. 


ARMY TIMES 
NAVY TIMES 


ARMY NAVY AIR FORCE 


e Rubber Age offers a reprint of 
REGISTER 


this year’s “Review and Preview” 


Write for the new military market information book — 
“MASS SELLING AND SAMPLING TO MILLIONS” 


ARMY TIMES PUBLISHING CO. 


of the rubber industry as it ap- 
peared in the January issue. For 
a copy, write B. J. Kotsher, man- 
| aging editor, Rubber Age, 101 W. 
31st St., New York. 


U. S. OFFICES: Boston, Charleston, $.C., Chicago, Dallas, Detroit, 
Honolulu New York, Philadelphio, San Francisco 


, Los Miami, 
2020 M Street, N.W.e Washington 6,D.C. FOREIGN OFFICES: Frankfurt, London, Poris, Rome, Tokyo 
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Reply card-size ads (this small) 
bring sales-size inquiries in N.E.D.—not later, but NOW! 


And these inquiries come in faster all the time. (A full 19% 
increase in 1957!) Why?... because N.E.D. “calls” on industry's 
most active buying group every month... because N.E.D. is 


read by production, operating, maintenance, engineering and 
purchasing authorities who make buying decisions in over 43,800 
important plants in all industries . . . because 98% of these buying 
influences inquire about products and services brought to their 
attention by N.E.D.... because a high percentage of N.E.D. 
readers’ responses lead to actual sales—and buying action now 
being created by N.E.D. tops all previous records. More than 
ever, N.E.D. belongs on your industrial marketing team. Our new 
facts file pinpoints all the reasons why. Request a copy of “How 
to Get Industrial Buying ACTION for 4c Per Contact”... NOW. 


A| PENTON| Publication, Penton Bidg., Cleveland 13, Ohio 
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/LIGEST 


NOW OVER 80,000 COPIES (Total Distribution) IN OVER 43,800 INDUSTRIAL PLANTS 


|@ Reinhold Publishing Corp. 

has increased the size of its 
process industries panel from 
300 to 1,500 technical men cho- 
sen from a cross-section of 
the country’s process industries 
plants. The panel, sponsored by 
|the publisher’s catalog division, 
is organized as a marketing 
| service for the division’s cus- 
tomers and prospects. Panel 
members are asked by mail to 
throw light on factors such as 
| specifying habits, testing meth- 
|ods, types of equipment or ma- 
terials preferred, future operat- 
ing plans, etc. For a copy of the 
current panel study on “Process 
Automation,” write Douglas N. 
Livingston, research and devel- 
opment manager, catalog divi- 
sion, Reinhold Publishing Corp., 
'430 Park Ave., New York. 


e “Nothing succeeds like suc- 
cess” heads a 1957 report on 
“The Dynamic Change in Ra- 
| dio,” published by Adam Young 
| Jr. Inc., station representative. 
|An earlier report comparing 
| station audience rankings in the 
top U.S. markets in November, 
1952 and November, 1956 has 
| been brought up to date to in- 
|clude 1957 rankings. 

| 

e McGraw-Hill Publishing 
Co.’s classified advertising di- 
vision has issued a 20-page 
“Personnel Locator” aimed at 
helping industrial companies 
|make the best use of their ad- 
vertising for engineers and 
| technicians. A copy can be ob- 
tained by writing Thomas 
Bender, promotion manager, 
|classified advertising division, 
'McGraw-Hill, P.O. Box 12, 
|New York 36. 


e NBC Spot Sales has issued 
results of a Pulse study which 
“proves there is no difference in 
the quality of morning and 
nighttime radio audiences.” 


e Progressive Grocer has re- 
| leased a 120-page book contain- 
| ing the findings of its study of 
the modern food store. The 
“Super Value Study” includes 
eight chapters ranging from a 
study of sales and margins to 
special displays to a profile of 
the shopping public. The book 
is available at $1.50 a copy and 
may be obtained from the pub- 
lication at 161 Sixth Ave., New 
York. # 


Karagheusian, F&S&R Part 

A. & M. Karagheusian Inc., 
New York, maker of Gulistan 
carpets, and Fuller & Smith & 
Ross, New York, have an- 
nounced the end of their 11- 
year association, effective June 
1, due to an “inability to agree 
on a basic marketing philoso- 
phy.” Charles B. Konselman, 
director of advertising, declined 
to comment other than “it was 
an honest disagreement  be- 
tween us.” The company aims 
to choose another agency “as 
quickly as possible,” and is now 
interviewing “five or six agen- 
cies—by invitation only.” 


Campbell-Ewald Shifts Two 

Ross C. Morgan Jr., who has 
been in charge of the Kansas 
City office of Campbell-Ewald 
|Co. since it opened in 1956, has 
been transferred to the agency’s 
|Chevrolet sales promotion de- 
partment in Detroit. He will be 
|succeeded in Kansas City by 
| Laurence R. Amos, who has 


| been a member of the field co- 
ordination staff in Detroit. 
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Brainstorming | 
Is ‘Green Light 
Thinking’: Clark 


New YorK, Feb. 11—Charles 
Clark, an early advocate of 
Alex Osborn’s. brainstorming 
techniques, has authored one of 
the first books on the subject 
to be published since this 
unique method of producing 
ideas became popular. 

“Brainstorming” ($4.50, Dou- 
bleday & Co., New York), tells 
how to set up a session, de- 
scribes some _ typical brain- 
storms, and even gives hints on 
how to sell the idea of brain- 
storming to the boss. 

Besides giving a detailed plan 
for a brainstorm session—in- 
cluding whom to invite and 
how to write the invitation— 
the book tells how to evaluate 
the ideas culled during a 
session. 

Mr. Clark, a member of the 
public relations staff at Ethyl 
Corp., New York, has conducted 
hundreds of brainstorm sessions 
for government and industry. 
He has written magazine arti- 
cles on creative thinking, and 
produced “Creative Thinking 
Tool Kit.” 


s Referring to brainstorming 
as “green light thinking,” Mr. 
Clark states: “Brainstorming 
develops a company atmosphere 
in which new ideas are ignited 
and encouraged. If management 
formally seeks out new ideas, 
and if everyone constantly sees 
their practical value, then ideas 
will begin to flow from people 
who had previously been in- 
hibited. The idea men won't 
be scorned and laughed at, and 
and even the most apparently 
screwball ideas will be given 
a thoughtful hearing. This cre- 
ative atmosphere is the trade- 
mark of a company which is 
going places,” he says. # 


AMA-Sponsored Motivation 
Research Book Published 

A round-up of articles, talks 
and other material on the sub- 
ject of motivation research has 
been compiled in a new book 
sponsored by the American 
Marketing Assn. The book, 
“Motivation and Market Be- 
havior,” was edited by Robert 
Ferber, research professor of 
economics, and Hugh G. Wales, 
professor of marketing, both of 
the University of Illinois. 

Included among the authors 
are Alfred Politz, Ernest Dich- 
ter, Steuart H. Britt and Pierre 
D. Martineau. In all, 31 articles 
(each by a different person) 
are included, grouped under 
four general categories: 
General approaches, projective 
and related techniques, non- 
projective survey techniques 
and other techniques. The in- 
dexed volume has 437 pages, 
sells for $7.80. 


Blair-TV Has New Sales Plan 


Blair-TV, New York, station 
representative, has announced a 
new sales plan called Purse- 
Suasion which is designed to 
permit an advertiser to cover 
the total daytime audience of a 
television station. The plan has 
been developed in cooperation 
with the 24 Blair-TV represent- 
ed stations and offers a Mon- 
day-through-Friday schedule of 


Classified Network Bows 
National Newspapers Classified 
Network, 221 W. 57th St., New 
York, has been formed to repre- 
sent newspapers throughout the 
country in the national classified 
advertising field to supplement 
point of sale. Robert Miller, former 
president of Miller Advertising, 
will head the network. Mr. Miller, 
who gave up his own agency to 
start the network, told the New 
York Classified Advertising Mana- 
gers Assn. that the organization 


will work with national advertis- 
ers who take display column space 
and “should follow up with a 
classified ad.” 


Premium Offers Fall Off 

For the first time since 1952, the 
number of manufacturers’ pre- 
mium offers showed a drop in 1957, 
the current issue of Premium Prac- 
tice reports. Premium promotions, 
it says, fell off 6.6% in 1957, but 
the pace was picked up by contests 
which rose 5.2%. 


Dumas Milner Names Tateo 
Vincent E. Tateo, formerly sales 

manager of Dumas Milner Corp., 

Jackson, Miiss., maker of Pine- 


Sol and Perma Starch, has been | 
General Mower Boosts Budget 


named vp of marketing and adver- 
tising, assuming some of e re- 
sponsibilities formerly hana.ed by 
Howard S. Cohoon, company presi- 
dent. Lawrence L. Moore, formerly 
brand manager of Pabst Blue Rib- 
bon beer and Hoffman beverages, 
has joined Dumas Milner as sales 
promotion manager. Both appoint- 


11 


ments are part of an expansion 
and reorganization just completed 
by the company, which changed its 
name from Milner Products Co. 


General Mower Corp. of Buf- 
falo, N. Y., will increase its trade 


|paper advertising budget by 80% 
over last year, according to Arthur 


Ganger, vp for marketing and ad- 
vertising. Lippman Advertising 
Associates, Buffalo, handles the 
account. 


it’s The Cleveland ! 
\ Piain Dealer Market |. 
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What single 
compact market i 


buys MORE than i 
the entire state of ! 


You can sell it everyday in © 
The Cleveland PLAIN DEALER 


The only Cleveland Newspaper that sells the city and the 26 adjacent counties 


Here’s how the 
Cleveland Market 
sells 4, 

billion dollars 


20 announcements weekly. 
Purse-Suasion is available in 
one market, several markets or 
in all Blair-TV represented | 
markets. The price for the full | 
lineup: $20,000 weekly for 20) 
one-minute spots or _ chain 


breaks, or $10,000 weekly for 20 
10-second IDs. 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES’ 
CLEVELAND 26 ADJACENT TOTAL 
COMMODITY CUYAHOGA COUNTY COUNTIES (000) 
(000) (000) 
Total Retail Sales 2,247,897 1,999,804 4,247,701 
Retail Food Sales 549,318 484,163 1,033,481 
Retail Drug Sales 85,930 55,457 141,387 
Automotive 382,082 390,920 773,002 
Gas Stations 120,031 157,081 277,112 
Furniture, Household Appliances 124,695 102,572 227,267 
(Source, Sales Management Survey of Buying Power, May 10, 1957) 


*Akron, Canton and Youngstown’s Counties are not included in above Sales. 
Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. Member of Metro Sunday Comics and Magazine Network, 
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a Hearst magazine 


is his key to all outdoors! 


This man’s world of skyscrapers vanishes like a will 
o’ the wisp at the crack of a gun...the screech when 
a big one makes his run. This is the life he lives for. 


Can you, then, flag his attention? With the day’s news? 
...a good TV show? Of course. But to hypnotize him 
... absorb his interest by the hour, it takes his favorite 
chair and the latest copy of Sports A field, 


Unlocking His Enthusiasm 


Sports Afield earns his devotion...holds his loyalty 
...fans his smoldering enthusiasms. It is a fine ex- 
ample of the insight of Hearst editors at work. They 
live out his special interests. The fishing editor lives 
in a trailer and travels with the fishing seasons. The 
hunting editor does the same, following the game. 


_ These are outdoor men—the reader’s guides to pools 
_ in the wilderness, to happy hunting grounds. 


Sports Afield is one of ten Hearst Key Magazines... 
each dedicated to the special interests of ten different 


kinds of Americans. Each edited on a you-and-me 
basis...keyed to fashion and international society, 
homemaking, decoration, hobbies... 


Key men—Key markets 


In the publication field, Hearst representatives are 
key men—because each speaks for a magazine keyed 
to its readers and their special interest. These key 
men talk specifics, not generalities. They speak pri- 
marily of interests as the key to circulation. 


And Hearst markets are key markets—because they 
are based not alone on charts or figures, but on the 
personal, intense enthusiasms of particular consumer 
groups. 


If you want to be “at home” with these people whose 
home is all outdoors—if you want to talk to them in 
their own language—let Hearst editorial insight be 
the key to their attention. 


Bride. | lome 


Bad \AR 


American Druggist 


HEARST | MAGAZINES 


10 keys to the special 


interests of 10 groups of people 
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The Editorial Viewpoint... 


Government Salaries and Expenses 


The newspapers have been having a field day the past week or so 
with Chairman John Doerfer of the Federal Communications Com- 
mission. On the basis of testimony before the House committee on 
legislative oversight, they have been doing their best to demonstrate 
that Mr. Doerfer is a fast man with an expense account, and that oc- 
casionally expenses for the same trip seem to have been paid by both 
the government and broadcast industry sources. 

We offer no apologies for Mr. Doerfer, whose actions (on the basis 
of news reports) seem none too intelligent, and whose belligerent 
attitude toward the committee did not help matters. 

But this relative tempest in a teapot does raise, again, the basic 
problem of unrealistic governmental per diem expense allowances, 
and these allowances are, and always have been, a very serious prob- 
lem for regulatory agency personnel who are required to do much 
traveling. 

Congress in the recent past has raised the level of pay of FCC and 
other commissioners to fairly satisfactory levels, but all federal em- 
ployes still are required to travel on a flat per diem expense account 
basis which cannot possibly come near paying actual expenses for 
FCC or FTC commissioners, or any other federal employe who is re- 
quired to attend meetings, conventions or conferences. In most in- 
stances the per diem allowance will barely cover the cost of overnight 
sleeping accommodations, leaving exactly nothing for food, tips, 
newspapers, telephone calls, laundry, and assorted other legitimate 
items of traveling expense. 

We still recall with something resembling horror the terrible tale 
told us in a hotel room some years ago by a former FCC chairman 
whose term of office happened to coincide with an international treaty 
conference on distribution of the spectrum, which unexpectedly 
dragged on for months. “My per diem allowance,” he told us, “adds 
up to considerably less than half my actual costs of attending this 
meeting. I have already spent several thousand dollars of my own 
money here. If this thing doesn’t break up soon, I will be absolutely 
broke.” 

The point is that there is obvious benefit both to the commission 
and the industry in having FCC commissioners at as many industry 
meetings as possible. But as the expense situation now stands, the 
natural tendency of commission personnel is to resist traveling, since 
traveling either costs them money or tends to put them in an unten- 
able position. 

Either federal travel allowances ought to be made realistic, or there 
should be no onus attached to federal employes’ attending industry 
gatherings at industry expense. And this applies not only to FCC, but 
to all other government employes. 


Those Insidious Expenses 


The sad tale of the $25,000-a-year advertising agency account exec- 
utive who can’t live on his income, which Ladies’ Home Journal tells 
in its February issue, is a sad tale indeed—and saddest of all because 
it is not so exceptional as most readers of the Journal will assume. 

The advertising business is—and we believe unfortunately—one of 
those businesses in which the salesman sells himself better than he 


—Florence Eckstine, Porter Henry & Co., New York. 
“Three stingers—and he starts orbiting me like the ‘Explorer’.” 


sells his prospects. That is, admen tend to believe so firmly in the 
keeping-up-with-the-Jones theories which they expound in their ad- 
vertising that tales of the kind the Journal tells are not at all uncom- 
mon. 

That is, or may be, bad for the advertising man involved. But that 
is pretty much his hard luck. What makes it bad for advertising as a 
whole is that admen in this category tend to lose even more touch 
with reality than those who live within their incomes; and as a natural 
consequence, they tend to lose that “common touch” without which no 
purported manipulator of mass action can hope to be successful. 

A great part of the problem is, we are convinced, due to the too- 
generous expense account. Admen not only find it easy to get accus- 
tomed to a style of living which their own incomes do not warrant, 
but they also become obligated, in a social way, to people who have 
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one of these expense accounts available. 

Eating and drinking in swanky places, and weekends at exclusive 
resorts—all on someone’s expense account—are notoriously poor forti- 
fication for middle class living on your own account. 
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What They're Saying... 


A Dig at Dichter 

I am just mad about men, but, 
by golly, I can only put up with 
just so much malarky either about 
or by them. And, as you may 
suspect, I have reached the satura- 
tion point with one Dr. Ernest 
Dichter, psychologist and motiva- 
tional research expert (or, at least 
the blurb says he is). 

Now Dr. Dichter, motivational 
expert or no, has just written for 
True a piece indicating that this is, 
indeed, a man’s world. Well, that’s 
just dandy with me. But the doctor 
is way off his rocker when he says 
that it is the husband and not the 
wife who insists on buying and in- 
stalling labor-saving devices in the 
home... 

Men the creatures who bring 
home household gadgets and force 
them on unwilling wives? Ha, Pro- 
fessor Dichter, don’t make me die 
laughing... 


—Inez Robb, syndicated columnist, in 
N.¥. World Telegram & Sun. 


What They Want—and Why 

. - Too rarely does the [department 
store] copywriter take the trouble 
(or can spare the time) to get to 
the bottom of the most satisfactory 
performance story. And nobody 
suffers (besides the stockholders), 
except the READING PUBLIC... 
the customers, whose viewpoints 


are so enthusiastically ignored, 
and whose real taste and intelli- 
gence are flouted. 

If I had a store, I would have a 
scheme whereby every junior 
Keats and Shelley and Edward R. 
Murrow, in the word-department, 
and every junior Hickcock and 
Sullivan in the picture department 
would jolly well get first-grade 
training under the store’s first- 
grade merchants, and would do 
command-performances in the 
selling departments in an effort 
to find out what the customers 
want; and most important, why 
they want it. 


—Elizabeth Flannery, advertising 
manager, Gimbel’s department store, 
reported in DAC Adviser, bulletin of 
the Dayton Advertising Club. 


What's in a Name? 

When switchboard supervisor 
Rose Moore first took a call and 
gave the company’s new name, 
this conversation followed: 

Caller: “What did you say?” 

Switchboard: “Erwin Wasey, 
Ruthrauff & Ryan.” 

Caller: “Oh. I thought you said 
‘Erwin Wasey, what a rotten 
a 


—*“London News RR,” house organ of 
Erwin Wasey, Ruthrauff & 
London, Dec. 23, 1957. 


Ryan, 


Advertising Age, February 17, 1958 


Rough Proofs 


Bon Ami has left Kastor, Farrell, 
Chesley & Clifford, and you could 
hardly blame the agency for no 
longer regarding the product as 
un bon ami. 


Columnist Hy Gardner thinks 
ads promoting tv shows should be 
pulled out of papers whose critics 
lambaste the programs. 

This is a compliment to the influ- 
ence of the critics which perhaps 
they don’t deserve. 


“Sports fans,” says Sports Illus- 
trated, “get worked up, they’re hot- 
headed, sometimes cantankerous, 
ready for a cheer or a rhubarb.” 

That’s right—even Ted Williams 
has been booed when he failed to 
come through with a homer. 


“1958 ad budgets,” asserts Indus- 
trial Equipment News, “have gotta 
work overtime to reach sales ob- 
jectives.” 

And ad managers have gotta 
work overtime to see that they do. 


“Yes, we have no _ bananas,” 
won’t be the theme of that new 
competitor United Fruit has agreed 
to set up, with assurances of re- 
ceiving 9,000,000 stems every year. 


“Madison Ave. didn’t fool the 
people,” Harry Truman told Ed 
Murrow in a filmed interview on 
CBS-TV. 

Since both parties had agency 
counsel, maybe they just canceled 
each other out. 


Prof. D. Maynard Phelps thinks 
mergers have been overdone, and 
that some unmerging is now in 
prospect. 

If so, the man who knows how 
to unscramble an egg will be in 
great demand. 


Ladies’ Home Journal tells the 
harrowing story of the agency man 
who runs in the red on $25,000 a 
year. 

The problem isn’t keeping up 
with the Joneses—it’s staying 
ahead of them. 


“Premiums,” admits Nabisco, 
“mean a lot of extra work for us, 
but children love them.” 

And what the children love, 
mommy buys. 


Animation Inc. says it’s possible 
to create tv commercials that add 
to the entertainment value of a 
program. 

The ideal, of course, is to make 
them so entertaining you can get 
along without the program. 


“When the public loses respect 
and confidence in advertising,” 
says the National Automobile Deal- 
ers’ Assn., “everybody suffers.” 

The voice of experience. 

Copy Cus. 
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IN DELAWARE VALLEY, U.S.A. 


Who buys the groceries 


THE HAND THAT GUIDES THE SHOPPING CART 
isn’t always a woman’s! In Delaware Valley, U.S.A., 
husbands participate in more than 40% of the major 
shopping trips. 


That's just one of hundreds of facts brought to light 
in “The Families of the Delaware Valley.” This market 
study, prepared for The Inquirer by Alderson & 
Sessions, talks about people — what they make, what 
they spend, and how they spend it. 


It also shows the strong position of The Daily Inquirer. 
In grocery buying, for instance, it reveals Daily Inquirer 
families spend six percent more on their big weekly 
grocery order than the average Delaware Valley fam- 


ily. Write or phone for your copy of this 108-page 
Survey, today. 


The Philadelphia Pnguirer 


Now in its 25th consecutive year of total advertising leadership 


NEW YORK CHICAGO DETROIT 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD |. KRUG 

342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 

Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 


SAN FRANCISCO 


FITZPATRICK ASSOCIATES 
155 Montgomery St. 
Garfield 1-7946 


om 


LOS ANGELES 
FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 
Dunkirk 5-3557 
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You, too, can get ebrectwe merchandising ‘ 
help in Muncie, 


Bob O’Donohue, President of Bob 
O’Donohue Ford Sales, one of the most 
progressive Ford dealers in Indiana says 
“Honest Co-operation from the Muncie 
Star and Muncie Evening Press has been 
a highlight of my association with adver- 
tising media in the Muncie area.” 

Why don’t you use these two outstand- 


The MUNCIE STAR * MUNCIE EVENING PRESS 
S ats MUNCIE, INDIANA : a 
, National Representatives: Kelly-Smith Company 4 


ing Eastern Indiana newspapers. ‘ Fi 


|Mergenthaler Names Keller 
President: Income Down 

J. A. Keller, formerly exec vp, 
has been elected president of Mer- 
;genthaler Linotype Co., New York, 
| to succeed Martin M. Reed, who 
has resigned, but who will contin- 
ue as a director of the company. 
Gurdon W. Wattles continues as 
board chairman. 

In 1957, Mergenthaler had sales 
of $8,044,716 compared with $10,- 
003,015 in ’56. Its net income in 


$617,486 in 56. 
‘Cowell to Gardner & Jones 

Don R. Cowell, formerly Chicago 
manager of Communications Coun- 
selors Inc., has joined the Chicago 


public relations company of Gard-| 


ner & Jones as a partner. The name 


ito Gardner, Jones & Cowell. 


"57 was $148,700 compared with) 


of the company has been changed | 


|BNA-NIAA Plan Buying Study 

The Business Newspapers Assn. 
of Canada and the Hamilton, Mon- 
treal and Toronto chapters of the 
National Industrial Advertisers 
Assn. are co-sponsoring a study of 
the purchase of industrial goods 
/and services, especially in Canada. 
The study will be made under the 
direction of Dr. Donald H. Thain, 
assistant professor, school of busi- 
ness administration, University of 
Ontario. 


Rodman to Head KGO-TV Ads 

George T. Rodman has been 
named director of advertising, pro- 
motion and press information of 
KGO-TV, San Francisco ABC- 
owned outlet. Mr. Rodman was 
assistant to Ell Henry, director of 
advertising, promotion and press 
information for the ABC central 
| division and WBKB, Chicago. 


if it’s a sport, it’s covered by WJR 


Most every sport that pits man against man, 
beast, mountain, or machine, gets its details 
reported on WJR... right down to the last whistle. 


In addition to daily sports bulletins, WJR pre- 
sents “6:15 PM Sports” and “Sports Final,” 
the only 15-minute sports shows in the Detroit- 
Great Lakes area. “Sports Final’ is the last 
complete sportscast of the day and, in this 
17,000,000-person market, it precedes more 
bedtime dreams than yawns do. And when it 
comes to the real thing—night baseball, special 
events, basketball, college and professional foot- 


WJ 


CBS 


ball —WJR again beams brightly on many a dial. 


As an Alfred Politz survey shows: Not only is 
WJR first choice for play-by-play broadcasts, but 
more people prefer WJR for summaries of sports 
news and scores than the next six Detroit radio 
stations combined! There’s a preference, also, 
for the products advertised. Letters from listeners 


prove it. So do sales. 


Want further proof? Have your ad manager con- 
tact the man with all the’ facts for success: his 
nearest Henry I. Christal representative. 


PR vi 


50,000 Watts 
RADIO PROGRAMS WITH ADULT APPEAL 


More sports fans 


aGD. 


prefer summaries of sports news 


and scores over W.JR than from the 
next six Detroit radio stations combined. 


Advertising Age, February 17, 1958 


Smoking Does Cause 
Lung Cancer, Says 


‘Family Doctor’ 


Lonpon, Feb. 11-—Cigaret smok- 
ing does cause cancer of the lung, 
the British magazine Family Doc- 
tor reported last week. The maga- 
zine, published by the British 
Medical Assn., made the statement 
in a 16-page booklet distributed 
free with each copy. 

The booklet, “Smoking—The 
Facts,” by Dr. Harvey Graham, 
says: 

“Cigaret smoking is a cause of 
lung cancer. And that’s that and 
you can’t talk your way out of it.” 

Harvey Graham, M.D., is the 
pseudonym of Dr. Harvey Flack, 
editor of Family Doctor. After 
outlining research into the causes 
of lung cancer and its relationship 
with smoking, he says: 

“There is no doubt about it. No 
other theory fits the facts. No 
amount of criticism has shaken the 
basic clinical, chemical and sta- 
tistical findings. Cigaret smoking is 
indeed the principal factor in the 
causation of lung cancer.” 


= He also charges that it is far 
from certain whether filter-tip 
cigarets are any safer than non- 
filter cigarets when it comes to 
lung cancer. 

“The figures published so far 
show some little evidence that 
there may be some _ protection 
given by filter-tips . . . Ordinary 
modified cotton has [been reported 
to prove] a useful filtering med- 
ium, but it appears that acetate 
fibers are more effective. 

“In America in 1956 some 22,- 
000,000 pounds of acetate fiber was 
used for this purpose and the de- 
mand for filter-tipped cigarets is 
increasing rapidly. 

“What is far from certain is 
whether these filter-tips really re- 
move the carcinogenic substance. 
It seems possible that they may do 
so, but it is as yet by no means 
certain. What does appear to be 
happening in America is that fil- 
ters have been made less efficient 
so that the smoker gets a good 
taste of the tobacco he wants. 


s “And in order to ensure this, 
rather stronger varieties of leaf 
tobacco are being used. More re- 
cent tests suggest that the amount 
of nicotine and the amount of tar 
in some modern varieties of filter- 
tipped cigarets carry it up to more 
than would be obtained from the 
ordinary un-tipped versions of the 
same brand. So if you go for 
filter-tips, choose the right brand,” 
Dr. Flack writes. 

It is extremely difficult to estab- 
lish the facts about cause and ef- 
fect when you get a series of 
known effects and the cause is 
something that started to operate 
20 years before, said Dr. Flack. 
“That is why it has taken so long 
to prove that cigaret smoking is 
one of the causes, and an important 
one, of lung cancer. That is why 
there have been so many conflict- 
ing reports and so much confu- 
sion.” = 


|Plan Magazine, Spot TV 
| Push for Syl-mer Finish 

Dow Corning Corp., Midland, 
Mich., has scheduled its third ma- 
jor drive for Syl-mer silicone fin- 
ish for textiles this fall in Harper’s 
Bazaar, House Beautiful, House & 
|Garden and Sports Illustrated. A 
spot tv campaign is also planned in 
major markets, and stores will be 
credited on the air by local an- 
nouncers. The campaign theme is 
“Protected by Syl-mer.” 

Harper’s Bazaar will conduct 
fashion shows in stores across the 
country during September and 
October. A variety of sales pro- 
motion aids and a training film 
are also planned. Anderson & 
Cairns, New York, is the agency. 
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"S7 LIN AGE 
GAIN /LOSS 


E HAD 10 
FIRST 


TO COME IN SECOND! 


YW @ IN TOTAL ADVERTISING 
7 THE MIAMI HERALD IS 2na IN THE NATION 
1s: IN GAINS AMONG AMERICA'S TOP FIVE 


st LOS_ ANGELES LOS ANGELES LOS ANGELES plus 
TIMES TIMES © TIMES 146,808 


—— © 


nd = MILWAUKEE MILWAUKEE prs 
JOURNAL JOURNAL 1,252,199 


CHICAGO CHICAGO MILWAUKEE minus 
TRIBUNE TRIBUNE JOURNAL 2,717,662 


th NEW YORK NEW YORK minus 


TIMES Aliami Herald TIMES 1,726,061 


eee 32ST 164 


(Media Records) 


NEW YORK 
TIMES 


C1) t= Cad! RO 


The Miami Herald published 55,462,730 lines of advertising 
. +» jumped nationally from 4th to 2nd ... and topped the 

Los Angeles Times’ gain by 68%. The reason is simple. 
Greater Miami and the Florida Gold Coast is the youthful, 
surging major market . . . growing by 6,000 new permanent 


>. 


residents monthly. More people . . . buying more of 
everything. Retail sales per family are the nation's highest. 


The HERALD alone reaches 91% of Greater Miami's news- 
paper homes . . . has exclusive penetration of 7 to |. 
It's the "No. | Sales Force’ in the Miami-Gold Coast 
$2-billion-plus market — 12th largest in the nation. 


It belongs in your marketing and advertising plans this year. 


STORY, BROOKS & FINLEY, NATIONAL REPRESENTATIVES 
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Like a Pipe and Slippers 


...in Wisconsin the combination is... 


@ The Beloit News-Janesville Gazette combination gives you 71.6% coverage 
of 3% counties in Wisconsin and a substantial portion of 3 counties in Illinois. 
Statistically speaking, every family in metropolitan Rock County, the home 
county of Beloit and Janesville, subscribes to one of these two papers. 


FOURTH LARGEST CIRCULATION IN WISCONSIN 


P. T. BREWER GEORGE W. GRESSMAN 
BELOIT, WIS. * JANESVILLE, WIS. 


EMerson 5-8811 PLeasant 4-3311 


Brown Gets Three Accounts; 
Appoints Allen. Johnson 

E. H. Brown Advertising 
Agency, Chicago, has been named 
to handle accounts for Anocut 
Engineering Co., Sta-Nu Corp. and 


|Chicago Pump Co., all of Chicago. 


Lester L. Jacobs Inc. was the for- 
mer agency for Anocut and Sta- 
Nu. Chicago Pump moved from 
Reincke, Meyer & Finn. 

Brown also named Irving R. 
Allen marketing consultant and 
Paul J. Johnson account executive 
with the agency. Both men for- 
merly were with Critchfield & Co., 
Chicago—Mr. Allen as marketing 
consultant and Mr. Johnson as vp. 


Tracy-Locke Adds Account 

Tracy-Locke Co., Dallas, has 
been named to handle advertising 
for Southern Union Gas Co., Dal- 
las, which serves towns in Texas, 
|New Mexico, Arizona and Colo- 
| rado. 


Here’s Entertainment Survey 1957 (True) 
Marketing Help 
For You 


WHATEVER 


Male Wardrobe Survey 1956 (True) 


Purchases 1957 (True) 


ALCOHOLIC BEVERAGES seer, wine, tiqur 


Male vs. Female Influence on Beer and Liquor Purchase (True) 
Annual and Semi-Annual Liquor Consumption Estimates (True) 


APPAREL Men's Clothing, Jewelry 


Male vs. Female Influence on Business Shirt 


AUTOMOTIVE Automobiles, Parts, Accessories 


YOU = 
SELL 


Fawcett can probably help you 
with accurate market information. 
From the famous Beauty Reader Forum 
(now in its eighteenth consecutive 
year) to the dynamic new qualitative 
study of male vs. female buying 

. influences, Fawcett has continuously 
furnished an ever-increasing wealth 
of research data. 


and Tire Purchases 1957 (True) 


Toiletries 
Cosmetics 
We invite you to select from the oe vee veges 
marketing data guide on this page. 
No charge of course. Simply drop us 
a note on your business letterhead, 
telling us which of these surveys 


you would like to receive. 
Travel Report 1957 (True) 


Male vs. Female In‘ 
Portable Television 


FAWCETT PUBLICAT 


Marketing Department 


NS, 


67 West 44th Street New 6, New York 


Automobile Facts and Figures 1957 (True) 
Male vs. Female influence on Automobile 


Automotive Survey 1957 (Mechanix Illustrated) 


FOODS Packaged Foods, Baby Foods, Soft Drinks 


Food Survey 1957 (Fawcett Women's Group) 
Infants’ and Children’s Food Survey (Fawcett Women’s Group) 
Entertainment Survey — Soft Drinks 1957 (True) 


SPORTING GOODS Fishing, Hunting, Boating 


Sport and Leisure Time Survey 1956 (Mechanix Illustrated) 
Male vs. Female Influence on Outboard Motor Purchases 1957 (True) 


TOI LETR | ES Cosmetics, Shaving Requisites 


Beauty Reader Forum (Fawcett Women’s Group) 


Male vs. Female Influence on Shaving Cream, Electric Shavers (True) 


HOBBIES, CRAFTS & TRAVEL Power Tools, 


Photography, Travel 
Do-it-yourself Survey 1957 (Mechanix Illustrated) 


Male vs. Female Influence on Air Travel (True) 


M ISCELLAN EQ US Life Insurance, Television, 


\ir Conditioning 


ce on Life Insurance, 
Room Air Conditioner Purchases (True) 


INC. 


TRUE + MECHANIX ILLUSTRATED + TRUE CONFE | ONS + MOTION PicTuRE 


Advertising Age, February 17, 1958 


Profit Squeeze 
Forces Emphasis on 
Research: Britton 


BLOOMFIELD HILLs, Micu., Feb. 11 
—As the profit squeeze becomes 
tighter, industry and advertising 
agencies will turn more and more 
to research to guide them and pre- 
vent costly mistakes, believes 
Robert E. Britton, recently ap- 
pointed head of 
marketing and 
research at Mac- 
Manus, John & 
Adams. 

He is elated 
that research is 
finally gaining 
the prominent 
spot it deserves 
in business oper- 
ations. 

“Research has 
always been a 
management tool,” says Mr. Brit- 
ton, who until last month was as- 
sistant director of marketing re- 
search for General Mills. 

He said research finally made 
the grade when it replaced the 


R. E. Britton 


|“three most important words in 
|American business: ‘My wife 
says’.” 


“Too often the best research in- 
formation has been overruled by 
managers with those words,” Mr. 
Britton said. “Now business has 
become so complex and competi- 
tion so keen that management 
can’t afford the luxury of making 
costly mistakes just to suit the 
| whim or fancy of some executive's 
| spouse.” 

Mr. Britton said research was 
too long a company step-child, fre- 
quently a part of the marketing 
or sales department. 

“Look at any company’s office 
setup, and where you find re- 
search answering directly to ma! 
agement you can bet it has mad 
the grade with that outfit,” he de- 
clared. 

But research is merely a tool 
that is just as efficient and ac- 
| curate as those who handle it, Mr 
| Britton observed. “You get from 
|research just what you put into it 
There is nothing magic in research 
—just knowing what you are do- 
ing.” 

Mr. Britton said he has found 
| that research is one function that 
pays for itself, through elimina- 
tion of costly mistakes in market- 
ing, sales and advertising ventures. 

It is this reasoning, he believes, 
that will ultimately place research 
directly under top management 
rather than in the sales, advertis- 
ing or marketing departments. = 


Reeves Soundcraft Sets 
Drive for Tape Lines 

Reeves Soundcraft Corp., New 
York, will use Playboy, The Now 
Yorker, Sports Illustrated, nine 
high-fidelity consumer magazinvs, 
plus business publications, in a 
campaign designed to boost con- 
sumer sales of the company’s m:'- 
netic tape lines. Fm radio ts 
will be used in New York an 
Angeles. A merchandising - 
gram offers a bonus of an - 
| star” jazz combo playing “D - 
land Jamfest in Stereo” wit 1e€ 
purchase of any 7” reel of 
The “jamfest,” described as l- 


| lector’s item available ly 
|through this promotion of! is 
specially recorded for the c\ n- 
er on the reel of tape he b' r 
75¢ mailing costs. Point of sa Se 
plays will be distributed. V mn 


| Co. is the agency. 


Shea Chemical to Basforc 


Shea Chemical Corp., Nev k, 
producer of detergent ph« tes 
used by soaps and detergent n- 
ufacturers, has appointed M. 
Basford Co., New York, to ile 
its advertising and public re’ 5. 
The former agency of re 1S 


Doe-Anderson Advertising en- 
cy, Louisville. 
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BIGGEST, too... 


...in Value with lowest rate plus use discount! 


...in popular appeal for its sports, comics, = 
columnists, local and national news coverage, ; 
and for its community effort, according to the 4 


1957 Cincinnati Newspaper Profiles Study! 


Since 1957 wiih 95 ae: ie 30 ail 3 : ... in the tri-state Ohio Valley. 10th largest morning 


_ Display Classifications! oe paper in America in Total Advertising! ; 
& 
And it’s getting even Bigger every day! (SEE CHARTS, BACK pace Ts 
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LEGEND: {iB DAILY ENQUIRER "TIMES STAR 


THOUSANDS 


TOTAL CIRCULATION 


Source: A.B.C. Publishers’ Statements, Sept. 30, 1957, and Media Records. 


ma =A giant is growing in Solid Cincinnati! It’s . . . 


Represented for 27 years by Moloney, Regan 


CITY ZONE CIRCULATION RETAIL TRADING ZONE CIRCULATION = ‘ousanos) THOUSANDS 
155 196 210 
150 189 202 
145 182 194 
140 175 186 
135 168 178 
130 161 170 
125 154 162 
120 147 154 
115 140 146 
110 133 138 
952 1957 1952 1957 1952 1957 
Price of all Cincinnati dailies increased 40% on April 22, 1957 
TOTAL ADVERTISING mii Lions TOTAL DISPLAY ADVERTISING miLLions GENERAL DISPLAY ADVERTISING MILLIONS 
25.0 16 3.00 
23.7 15 2.86 
22.4 14 2.72 
21.1 13 2.58 
19.8 12 2.44 
18.5 11 2.30 
17.2 10 2.16 
15.9 9 2.02 
14.6 8 1.88 
13.3 7 1.74 
1952 1957 1952 1957 1952 1957 
RETAIL DISPLAY ADVERTISING mau.ions CLASSIFIED ADVERTISING MILLIONS AUTOMOTIVE ADVERTISING MILLIONS 
11.00 9.00 Bal 
10.35 8.38 1.57 
9.70 7.75 1.43 
9.05 7.13 1.30 
8.40 6.50 1.16 
7.75 5.88 1.03 
———— 7.10 5.28 89 
6.45 a 4 63 76 
5.80 Sie ee 4.00 62 
5.15 3.38 4 
1952 1957 1952 1957 1952 1957 
RETAIL CLOTHING STORE ADVERTISING  mitions 
2.40 
2.17 
1.93 
1.70 P.S. — None of the above charts or 
1.46 figures include the Sunday Enquirer, 
1.23 which does a super-giant-size job of 
” covering Greater Cincinnati... putting 
ie one of America's “Sunday Best'’ news- 
— sin papers in 3 out of 4 homes in this 
ia great midwest metropolitan center. 
1952 1957 1952 


The Cincinnati Daily Enquirer 


& Schmitt, Inc. 
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* ler & Smith & Ross. 


Advertising Age, February 17, 1958 


PRESIDENT EISENHOWER 
speaks’ to the Nation on Food 


Store Name 


OFFiciAl—President Eisenhower's 
photo and the Presidential seal will 
appear in local supermarket ads 
scheduled for newspapers this 
month as a tie-in with the Nation- 
al Food Conference. The ads are 
part of a McCall’s service for mem- 
bers of Super Market Institute. 


P&G Surrenders 
Ad Data When FTC 


Agrees to Secrecy 


CINCINNATI, Feb. 11—Tightly 
guarded records of the advertising 
and promotion activities of the 
Procter & Gamble Co. were sub- 
mitted last week at a Federal 
Trade Commission anti-monopoly 
hearing here. The FTC is contend- 
ing that P&G’s purchase last Aug. 1 
of the Clorox Co. threatens a mo-| 
nopoly in the bleach industry. 

Kenneth C. Royall, P&G attor- | 
ney, objected vigorously to submit- | 
ting records of 1956 advertising and 
promotion expenditures, contend- 
ing that the opening of such records | 
would be injurious to the company 
by making valuable information 
available to competitors. 

“Giving out figures on expendi- 
tures would enable competitors to) 
make an analysis of methods of} 
promotion and distribution,” Mr. | 
Royall declared, adding, “‘This is| 
information that many a company 
would pay large sums of money to 
get.” 

After Everett F. Haycraft, FTC 
examiner, ruled the expenditures 
figures would not be placed on! 
the record, aired in open court or| 
otherwise be made available to| 
competitors, the figures were in- 
troduced reluctantly by P&G attor- 
neys. 


| 
| 
i 
| 


s Mr. Haycraft said the figures | 
would enable the government to! 
show that P&G is a “giant” in the 
soap and bleach industries. The 
government is attempting to show | 
that P&G is able to acquire a medi- 
um-size business and build up its 
sales volume to national propor- 
tions by elaborate and expensive 
advertising, premium awards and 
other types of promotion. 

Howard Morgens, P&G president 
and now also head of the Oakland, | 
Cal., subsidiary, testified that! 
“since we acquired Clorox we have} 
made no changes in the method or | 
amount of promotion. We found it 
to be a successful product and felt 
it would be unwise to make any 
changes.” + 


Elier Names Strandberg 

John W. Strandberg has been 
named marketing manager of the 
Eljer division, Murray Corp. of 
America, Pittsburgh. He formerly 
was an account executive at Ful- 


Puerto Rican Group Moves 

The continental operations 
branch of the Commonwealth of 
Puerto Rico’s Economic Develop- 
ment Administration has moved its 
offices to 666 Fifth Ave., New York 
19, 


Phoenix Broadcasters Elect 


3 a Hogg, Radio Station KOY,| Heggie Advertising Ltd., Toron- A RICH SEVEN COUNTY MARKET 
|has been named president of the| to, has appointed Victor Brooker 

| Metropolitan Phoenix Broadcast- | director of creative services, a new RETAIL SALES: $233,086,07 5 
ers. Other officers elected are Bill| post. Mr. Brooker recently was | 
LaDow, KTVK, vp, and Howard! with the Toronto office of J. Wal- 
Stalnaker, secretary-treasurer. 


Napco Appoints Alch 

Napco Industries Inc., Minneap- 
|olis, has appointed Jerome S. Alch |tising manager of the Nassau-Suf- 
| advertising and public relations di-|folk section of the Long Island’ 
rector. Mr. Alch formerly was with| Press, has been appointed retail, 
Dayton Co. and Campbell-Mithun, | sales manager of the Syracuse Her- | 
both Minneapolis. 


oe &@ Oughton Joins Sterling 


Fred W. Oughton, formerly pro- | 
duction manager of Calkins & Hol- Chicago, has been named midwest- 
den, has joined the sales staff of| ern publisher’s representative of 

. | Sterling Engraving Co., New York. | Sports Age, New York. 


Heggie Ltd. Names Brooker 


In the heart of llinois 
Rich in agriculture . . . booming 
industry—a stable, high income 
market (average family income 
Geerer to ‘Herald-Journal’ 20% above national average). 


F. Wesley Geerer, former adver- 178,635 EXCEPTIONALLY PROSPEROUS PEOPLE 


The DAILY PANTAGRAPH 
pays off for advertisers with 

exceptionally high reader traffic . . 
achieved by editing to the interests 
of the people who rely on it. 


bigger sales “pay-off”... schedule in a top dollar market 
. TR 
Ht Daily Pantagraph 


127 Mi. 5. W. Chicago—157 N. E. of St Louis 
Represented by Gilman, Nicoll & Ruthman 


ter Thompson Co. 


ald-Journal & American. 
| Fora 
Smythe Is Named 


John M. Smythe Organization, | 


On today’s radio buys... 


Nielsen Station Index 
gives you 
daily, weekly 
and monthly 
reports! 


> on broad time blocks—morning, afternoon, evening 
> on weekly time-period strips* 
[> on individual quarter hours* 


Whether the radio buy is a spread of participations or a single time period 
. .. whether it’s a continuing schedule or a one-time-only . . . 
the radio audience facts you need on your market are reported in all 
their dimensions in the 

NSI BI-MONTHLY RADIO REPORTS 


A reminder: When total reach of each station is the prime consideration, 
the NSI Station-Total Audience data provide the answers. When com- 
petitive impact or concentration on the heart of the market is your goal, 
the NSI Metro-Area Ratings meet your specific needs. The Nielsen 
Station Index reports all the foregoing dimensions both ways. 

*Similar tv audience data in the same markets are reported in the NSI Tv Reports. 


Nielsen Station Index «vice owe A.C. Nielsen Company 


2101 Howard Street, Chicago 45, Illinois—HOllycourt 5-4400 
Call...wire...or write today for all the facts 


Chicago 1, Illinois New York 36, New York Menlo Park, California rl 
360 North Michigan Avenue 500 Fifth Avenue 70 Willow Road 
FRanklin 2-3810 PEnnsylvania 6-2850 DAvenport 5-0021 ress 
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“A Most Welcome 


i Source of Timely 


Purchasing Information!” 


/ says W. J. Cullen, Director of Purchasing, Pepsi-Cola Company 


“Purchasing Week js a welcome paper in the purchasing field. It gives excellent basic information 
in one single timely source—something I’ve always wanted. Commodity prices 
and other trend data are reported in detail. The entire combination of editorial material 
is terrific. PURCHASING WEEK gives me a quick summarization and analysis 

oil of important news without being too difficult for fast skimming. As a charter subscriber 


I'm looking forward to each future issue.” 


Serving the needs of the men who buy, and the men who sell! 


PURCHASING WEEK, the rapid-fire weekly, delivers pertinent news to the desks of 
purchasing executives—in time to be usable. And, your sales messages can ride 
right along! By focusing on the critical interest areas, PURCHASING WEEK develops 


a ready, responsive audience for your product messages. 


Keeps you in up-to-the-minute contact with the men who buy! 


PURCHASING WEEK speaks the language of purchasing. It has a full-time staff of 17 
editors, supported by 550 domestic and international reporters specializing in business 
and industrial news, plus the world-wide editorial and research facilities of MeGraw-Hil! 
—and more. It reports the news purchasing executives want, when needed, in the way 


they can use it. 


Carries your sales messages to the point of influence! 


Every week of the year PURCHASING WEEK will be devoted to the needs 
of the men who buy in your key markets and industries. Your advertising, 
concentrated in PURCHASING WEEK, will be... calling every week 
on the man your salesman must contact. 


Purchasing Week 


McGRAW-HILL’S NATIONAL NEWSPAPER OF PURCHASING 4 


. 


McGraw-Hill Publishing Company, Inc., 330 West 42nd St., New York 36, N.Y. 


ae Sia” ¥ m A ae ee, we ee ee he -  FS ee ane, ee hh OC Se ae eae Bie eke tam Se Re ee >. eee = et aes ie 3 ton Satgs 2 oS Soa ia a plat eT tty: Goa 
. aoa te na ae | A De ee ee ihe a3 Fs oe Pa: fe 2 a eee) eg Seed a se fea lle ie Be Bia id SA Sty oe OL: ae ee 
a , ee ees ‘ Bore i eee ee eee : ger fe ie ante ak re ee . = See pierce: ' s =. ———* 
a Pee oe Sa a poe cae gage) : ess od LS. : Bee on ete ed aes ip fee Wes as GN gas fe 3 oe ee wea” ME ciel ar eae J ae 
ae eg ee Sie et ee, oe eae pomeiens er oe ee ee i Me ee ee en aust ae stag Teh Ee es Rect = heme SA eae ae oa, gem a ‘ 4 
; , - 3 , P F . ; > . Cuil 
f f itt = 
ee 
ek Mee 
j = : z 
= 
oe 
ee 
‘= See 
, Pehle 
a 
Cart 
dat 3 
i ea 
a a ee 
te 
ras 
Be 
" “4 n 
. tone i 
me > 
ge 
“"¥eae 
d he 
hoe 
a 
es 
a bee ae 
eet 
ie 
nate 
eo 
Va 
F 7 
may 
tt 
Bone. 
aevii tan 
. See 
a) 
s ae s 
aes 
oes 
eee 
te 
: ae 
. poe 
—_— | a 
, al 
St i 
A 
x ae 
ee 
a 
Bi ee 
cs 
eae 
; ea 
iil = 
Me fF 
os 
(aoe 
st teams 
oe od 
al > 
ws 
eee 
F 
sale 
as 
Boy 
ees 
eae 
- Pe | : a 
Bis 
. 
13 
= it 
aq 
| bee 
be 
ys 
Pa 
a Ges 
tis 
: fe tees 
2 ey 
oe ted 
a bs 
sc ati 
| ee 
» 8 
F be 
mc 
a 
¥:: 
pair 
a 
fe 
= 
. 
er ke 
age 
-¢ 
» = 
iB 
i, a 
: i teat ee 
: ao Seana Teer Pe a : ‘ ‘ + <a i ; max i ert: i R MP ioe we 4 a 


Sel | mM ) r Starch 52nd Consumer Magazine Survey proves 
e Elks a mighty market for any consumer product. 
Their above-average incomes afford above-average 
to a living. Among 55 leading magazines surveyed, 


readers of the Elks Magazine are SECOND with 
M j LLI Oo N M EN incomes of over $5,000. They are FIRST among 
OFFICIALS and PROPRIETORS. 


In single and multiple car ownership you'll 
W h O find Elks among the LEADERS of all of the readers 
of the 55 magazines surveyed. 


BUY BIG am Whether the product cost is large or small you 
can confidently count on the Elks as a foremost 
am Gs en Ge a Gb oe om a a a market, a free-spending market and 
one that strongly influences the buying 
habits of other people who know them. 
Their social obligations require generous 


buying and their many activities broaden their 
influence to help build bigger markets for 


MAGAZINE those who advertise to them. 


New York Los Angeles 
Portiand, Ore. Chicago 


939 Reasons... 


= A good illustration of the action and response generated “when they read it in 

7 the News Tribune” is the 935 teen-agers who signed up for the Tacoma News 
Tribune’s annual ski school . . . the largest in the United States in comparison 
to market size. 


With more than four times the combined circulation of the Seattle dailies in the 
Tacoma market, only the Tacoma News Tribune provides the effective cover- 


age to conduct a successful ski school, or furnishes the mass response to move 
merchandise. 


To sell the Puget Sound area there are two important facts to remember: only 
a Seattle newspaper sells the Seattle market; only the Tacoma News Tribune 
sells the Tacoma market. 


THINK TWICE: The Tacoma News Tribune is Washington State’s 2nd daily 
newspaper in total linage. Total net paid circulation, «3,446. 


TACOMA NEWS TRIBUNE 


Tacoma, Washington 


Represented by SAWYER-FERGUSON-WALKER COMPANY, Inc. 
NEW YORK ¢ CHICAGO ¢ PHILADELPHIA ¢ DETROIT * ATLANT, 
LOS ANGELES ¢ SAN FRANCISCO ¢ SEATTLE 


Advertising Age, February 17, 1958 


Getting Personal 


Honorary life memberships in Newspaper Advertising Executives 
Assn, were presented at the recent NAEA convention in Chicago to 
Robert K. Drew, Milwaukee Journal; Donald M. Bernard, Washing- 
ton Post and Times-Herald, 
and Louis E. Heindel, Mercury 
and News, San Jose, Cal. All 
are past NAEA presidents. . . 

Gordon E. Smith, adver- 
tising manager of the Buffalo 
Evening News, has been elect- 
ed a director of the Buffalo 
Better Business Bureau. He 
fills the vacancy created by 
the recent resignation of Er- 
nest D. Anderson, advertising 
director of the News... 

Frank B. Nichols, publisher 
of the Daily Times, Bath, Me., 
and one of the few living 
charter members of the As- 
sociated Press, marked his 
90th birthday Feb. 2. Dean of 
Maine newspaper men, Mr. 
Nichols still adheres to a nine- 
to-five work day at the paper 
where he began as business 
manager in 1895. Moreover, 
he walked to work last week 
because his chauffeur was ill. M®. CHALKO—When Ringling Bros 
(The Nichols home is about Barnum & Bailey moved into 
half a mile from the plant)... Nashville a few weeks ago, Charlie 

Carlton Zucker, account ex- Andrews, sales promotion manag- 
ecutive with Leo Burnett Co., er of the Nashville Tennessean and 
has been elected for a two- Banner, was coaxed to get into 
year term to the board of di- 
rectors of Lower North Cen- 
ter, Chicago community cen- 
. ao 

Clyde R. Spitzner, commer- 
cial manager of WIP radio, Philadelphia, has been elected to the 
board of directors of the Philadelphia Society for Crippled Children 
and Adults. . . 

A daughter, Karen Ann, was born Jan. 19 to Mr. and Mrs. Ray 
Barron. Mr. Barron is president of his own Boston agency; Mrs 
Barron is the former Marilyn Mitchell, one-time tv and Broadway 
actress .. . Lewis Bailey, promotion manager of Supermarket News 
has a new daughter, Mary Paula... 


clown makeup for old time’s sake. 
Show business was his business 
some 30 years ago. 


GiFt—On the double occasion of his retirement (AA, Jan. 20) and the 

35th anniversary of the founding of Buchen Co., Walther Buch: 

was honored at a luncheon attended by virtually all Buchen « 

ployes on Jan. 17, and presented with a silver tray. Making the pres- 

entation is Alameda Wilbor—the youngest employe in point of serv- 
ice. 


After pleasing the clients at Blaine-Thompson Co. for al) ost 
three years, account exec Bill Johnson has resigned to try ples. ng 


the guests as owner of Wiley Inn in Pem, Vt., less than one "ile 
from the Bromley ski tow. The famed Manchester choir gains one 
a in the process; the Fairhaven, N. J., barbershop quartet | -©s 
ee 


Betty Splawn, media director for Hege, Middleton & Neal A ye 
tising, Greensboro, N. C., is engaged to Robert Coble Johnson . 

Al Kehr, sales promotion manager of Joseph Katz Co., New Y:'*, 
has returned from a Bermuda honeymoon with the former Eleanor 
Kalinowski of Mutual Transportation Advertising, New York . 

George J. Hecht, publisher of Parents’ Magazine, and Mrs. Hecht 
are off on their second flight around the world. Mr. Hecht will 1 ct 
with United Nations’ and U. S. Information Service representat: -S, 
visit schools and universities and write several travel articles .. 

William Robertson Bach, with Foote, Cone & Belding, New Yor, 

and Lucy Ann Morrow of New Canaan, Conn., have annou! ed 
their engagement. A summer wedding is planned... 
_ Dexter M. Keezer, vp and director of the department of econ n- 
ics at McGraw-Hill Publishing Co., is in India participating in 
seminars on American economy under auspices of the Internati: al 
Educational Exchange Service .. . 
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Again in 1957 


more Financial, Institutional and 


Industrial advertising 


was placed in 


The Washington Post and Times Herald 4 


than in any other 


hi 4 
Washington newspaper bg 
+ 
50% more circulation than any other es 
Washington newspaper... more home delivered 
circulation than the second paper has total... 
and the lowest advertising cost per 1000 readers. 
Represented By: Sawyer, Ferguson, Walker Co.—New York, Chicago, Detroit, Atlanta, Philadelphia 50” Francisco, Los An 
geles, Seattle; Joshua B. Powers, Ltd.—London, England; Senor G. Enriquez Simoni — Mexico City “ex!co; Allin Associates — 
Toronto and Montreal, Canada; The Hal Winter Co.—Miami Beach, Florida; Tom McGill—Weet Roxbury, Massachusetts; Puck, 
The Comic Weekly: A. R. Lerner—Paris, France; Robert S. Farley —Financial Representative in New York. 
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When Tugboat Annie appeared asam 


picture feature its success was so gre 
that issue after issue of Variety, sh 
trade paper, acclaimed it a box-office 
record-breaker in the top motion picture 
theatres of the nation. 

The New York Times said — 

“_.. the story is superior” and called 
Tugboat Annie “a boxoffice natural’. 


Cea 650, 000 000 acai ot Nowuas Re stl 
Raine’s 65 Tugboat Annie stories up 

to the present schedule, making Tugboat 
Annie a record-breaker in fiction 

series during the past 27 years. And 

this long run has been maintained and 
continues by public demand. 
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_ALL-FAMILY SERIES AVAILABLE 


oe 


92% of a Greater Chicago theatre audience rated 

“The Adventures of Tugboat Annie”’ a television 
favorite {Lake Theatre audience not previously informed 
that show would be included in entertainment for 

which they paid full admission price) in a test 
conducted and certified by Haskins and Sells, one of 
America’s most noted Certified Public Accountant firms. 


, Winnipeg—outrates Gunsmoke, December Bride, 

) Wyatt Earp! Montreal—outrates Disneyland, Climax, 
§ Dragnet, Wyatt Earp! Vancouver —outrates Dragnet, 
Alfred Hitchcock, Disneyland! Regina—outrates 

Perry Como, Gunsmoke, Climax, Hitchcock! 
Toronto—brings in a 33.7% share within one month 
in this highly-competitive market (six stations divide 
share of market)! 

—Ettiott-Haynes, Ltd., Canadz's number one rating source. 
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MINERVA URECAL os russosr same 


For private screening, wire collect or phone 


MICHAEL M. SILLERMAN, Exec. V.P 
488 Madison Ave.- 4. ¥. 22 - Plaza 5-2160 
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| Waldie & Briggs Boosts Two | 
Waldie & Briggs, Chicago, has 


ONE OF THE aloe promoted Bruce K. Stabelfeldt, for- 


merly an account manager, to vp 

FIRST 100 MARKETS and director of merchandising and 
Robert J. Christopher to vp and 

with 56 % population on the Mlinois side account group supervisor. Mr. 
Christopher joined the agency last 
October when he merged his own 


agency, Robert J. Christopher Inc., 
with Waldie & Briggs. 


ES ee" Opens Montreal Olive 
| Inc., New 


Monroe F. Dreher é 
York, has opened a Montreal office 


in affiliation with O’Brien Adver- eee ae 
tising Ltd. to expand Canadian fa- ROTARY ACTION OF ROLLER Come... 


your 
lazoy 


cilities for Avon Products, a Dreher No marten how oid or etc, your ster rune ® worth somesiung 
ade pow meerer (chert xt amd Range wo the od 
account for more than 20 years. = a een 


2 Dramd mew Galbeme rumor ot 
2 td few chee the wrwel price 


2’ off the price 
of one of the New 


Gillette Superspeed Tr 


DSU RM Gus Levy Joins Godwin 
- Cover 3 of the 4 Quad-Cities Gus D. Levy has joined Godwin 
CB without Duplication oe Full Advertising Agency, N Orleans, 


as art director. At the same time, | 


Nat'l Repr. ROP Color Available Daily! [aia a mancas 


. ; <p ah i offices to 1002 American Bank} 
THE ALLEN-KLAPP CO. aes Bldg. 


GILLETTE 


the name that mates pour mornings 
OFFER LASTS © WEEKS ONLY, SEPT €- OCT 26 


ee a i ls ee ey 


WISHFUL—Following ads for an elec- 
tric shaver announcing “your old 
razor worth 25s,” Gillette in Eng- 
land and its agency W. S. Crawford 
Ltd. dreamed up this back-talk ad 
“just for fun, not for use in the 
consumer press.” 


Insurance Policies 
Are Premiums of New 
P-I-P Stamp Plan 


St. Louis, Feb. 11—In a new var- + 
iation on the trading stamp theme, 
P-I-P Stamps Inc., a new compa- 
ny here, is planning to offer $200 
term life insurance policies as pre- 


miums for savers of its stamps > 
es pac. ; The company’s gold an 
peadae tam este Dellar stamps will be giver .o con 
onse. sumers at the rate of one i 
CIGARETTES $1 in purchases. 200 stamps fil! the 
70% smoke one stamp book, which is a self mailer 
or more packs eS with an insurance application at- 
of + hppa >» tached. Old Republic Life Insur- 
TOMSTRIGS va ance Co., Chicago, will write all in- 
apm purchase ; surance policies issued under the 
their own plan. 


The policies, available to anyone 
between one and 65 without med- 
ical examination, last for one year. 
The policies can be built up $200 
at a time until they total $3,000, 
the maximum that can be in effect 
for one person at one time, 


53% consume 
4-15 soft drinks 
per week. 
CLOTHES 

94% buy suits 
by brand name. 
Dress shirts, 


shampoo. f 
SOFT DRINKS a 
> 


95%. ® P-I-P, which stands for Pur- 
HOBBIES chasers Insurance Plan, plans to 
8% own issue Dollar stamps through chain 
outboard power | food stores, department stores, gas 
boats. EUGENE GILBERT SURVEY PROVES: 


stations and other retail outlets. 
The company will soon name rep- 


- resentatives throughout the U. S., 
etersen Automotive Group °:::.) 


president of the company. 


Mr. Flannery is also a vp of In- 


* 
livers more 18-25 year ol land Empire” Broadcasting 
| m n an which operates radio stations in 
—_———_—_—_—_—_—_—_—_—_—— 


Pasadena and Riverside, Cal. 


° * * t P-I-P’s board chairman is Donald 
any magazine in merica Py L. Barnes Sr., who is also presi- 


dent of the American Investment © 


Co., St. Louis. 
Astounding? Perhaps, but the facts of the most Mami oad re “¢ ce SE 
xhaustive study of and their buyi et took eeemno. 
HOT ROD ¢ y of young men eir buying habits P-I-P’s advertising and promo- 
7 - ever undertaken has now proved that... Motor Trend, tion. Advertising in business »:- “™ 
= Motor Life, and Hot Rod...the“Big Three” of the Petersen [Pers and newspapers is expe: «4 
Automotive Group...are read by more 18-25 year old so owt under way this spring. J's 
men than any magazine in A er : é how extensive the ad campaiz: ‘5 
. s * saga y magazine in America! Definitely amazing | depends on how quickly the ) © 
7 4 , a are the coct statistics: One page in the P.A.G. costs is accepted by retailers, s 
eI & ca 85% less than a page in the magazine with America’s P-I-P. # 


annie: second largest audience of young men. The facts prove it 
BIG 3 of the P.A.G.: Combined circulation in the 18-25 and we want to send them to you. Write us for them, today Scripto TV Spot Drive Set: 
age group 602,800 - Total ABC circulation 1,120,442. ai ‘ | Cartridge Pen Introduced 


Scripto Inc., Atlanta, will la 
PETERSEN PUBLISHING COMPANY a tv spot campaign using one- 
ute and 20-second spots in 34 


5959 HOLLYWOOD BLVD., LOS ANGELES 28, CALIF. - HOLLYWOOD 2-3261 kets for its pens, starting Mar * 


524 Book Building 17 East 48th Street on pene & C 
360 North Michigan Avenue the agency. 
DETROIT Detroit 26, Michigan NEW YORK New York 17, New York CHICAGO Chicago 1, Illinois a The men company is introduc ‘4 
Weedwerd 3-8660 Wises HESS FRanklin 2-6067 its ink cartridge fountain pen’ 5 
year. The pen has changeable ° 
tridges and retails for $1.95. 
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DOOR-A Great Selling Tool’ 
for TAYSTEE BREAD! 


_ Baked while you sleep 
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, om Outdoor Advertising 


Poster designed by Young & Rubicam, Inc. 
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“Bread is purchased 3 times a week and only Outdoor 


Mr. Robert Llewellyn reaches people with frequency to match. It’s a great i ae 


es 
Advertising Manager selling tool for us, and we’re using Savignac copy in 1958 ‘; it 
Taystee Division ; 


. . with his ‘visual scandal’ technique. With its fast message, oy 
American Bakeries Company, says: 3 


effective use of color and constant product exposure, = 


Outdoor Advertising gives us a complete sales picture.” 


8 out of 10 people remember Outdoor Advertising!’ 


OA I 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK + ATLANTA + BOSTON «+ CHICAGO - DALLAS - DETROIT - HOUSTON « LOS ANGELES + PHILADELPHIA + ST. LOUIS « SAN FRANCISCO + SEATTLE 
*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising 
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Hildreth Buys WPOR 

Former Gov. Horace A. Hildreth 
of Maine has purchased radio sta- 
tion WPOR, Portland, from the 
Oliver Broadcasting Co. for an un- 
disclosed sum, subject to approval 


of the 
Commission. The Hildreth Broad- 
casting Co. also owns WABI and 
WABI-TV, Bangor; WAGM and 
WAGM-TV, Presque Isle, and 
WABM, Houlton. 


Federal Communications: 


Fulton Bag Names Schoenbach |‘News’ Promotes Beeman 
Fulton Bag & Cotton Mills, At-| The News, Port Arthur, Tex., 


has 
lanta. has named Meno Schoenbach | promoted David L. Beeman from 


advertising and sales promotion |c lassified advertising manager to 
manager. He joined the company in national advertising and promotion 
1954. manager. 


WRAP UP 
THIS NORTHERN 


AURORA 
JOLIET 


COPLEY 


BUY THE COPLEY BIG 3 
SAVINGS PACKAGE 


AURORA BEACON-NEWS 
ELGIN COURIER-NEWS 
JOLIET HERALD-NEWS 


In one economical package, the COPLEY Big 3 
Newspapers offer you dominant coverage of Illinois’ 
number-one market, outside Chicago. Excluding 

Cook County, the Greater Northern Illinois Market 
represents 14% of the total Illinois market and 
accounts for 15.32% of the state's total retail sales. 
The COPLEY Big 3 Neu spapers are the dominant media 
for more than three-fourt/ 


of this market! 


And when you buy all 3 of the Big 3, you save 17%. 


Separate Line Rates: 


Aurora Beacon-News. 180 
Elgin Courier-News 17¢e 
Joliet Herald-News. 20c 
3 Total 56c 
Thrifty All-3 Rate . . 46e 
BUY ALLS3ANDSAVE. Sc ALINE! 


6 


NEWSPAPERS 15 “He=-:own"” Newspapers covering 


Springfield, Hlinois — Northern Illinois — Greater Los Ange'+:—and San Diego, California. 
Served by the COPLEY Washington Bureau and th 
REPRESENTED NATIONALLY BY WEST-HOLLID «> 


; been vp of Daw- 


COPLEY News Service. 
co., INC. 


imerchandis- 


Advertising Age, February 17,19 3 


Gillette Uses 
Britain's ‘First’ 
Motivation TV Ad 


| (Continued from Page 3 

| Interviews were carried out vith 
'50 subjects, carefully chosen ‘+o 
'give a good cross section by clas 

area and personality type. 

| The sort of information the in- 
\terviewers sought was the kind o/ 
things a man likes about shavin: 
—things he might not even adm: 
to himself. 

The agency was reluctant to a. - 
/vulge any of the results of the rv- 
search. All that account executive 
David Nares would say was: 

“A lot of information came out 
of the survey, not all of which 
was used in the commercial. The 
whole job will probably need a 
series of commercials, each vary- 
ing the approach and playing on 
other aspects of shaving that we 
turned up as a result of the re- 
search. We were, in fact, surprised 
by the number of aspects of shav- 
ing that were discovered by the 
survey.” 


® The commercial makes an indi- 
rect pitch. It sells a way of shaving 
rather than a razor. The product is 
mentioned almost as an after- 
thought, but it is tied in with the 
theme in a slogan which is now 
being used also in print advertis- 


jing: “The only way to get a decent 
shave—is water, lather and Gil- 
lette.” 


Gillette, with a large share of the 
razor market, can afford to be 
generous, and its new advertising 
may give some help to some of its 
competitors. But it certainly won't 
give any help to the manufacturers 
of electric shavers. 

The commercial opens with a 
shot through the bottom of a glass 
tank; the viewer appears to be 
watching from the bottom of the 
wash basin as a man strokes his 
chin, wets his brush and begins 
to shave. There are closeups of 
water drops, with the words 
“clean” and “smooth” superim- 
posed, a drop hitting the water and 
the shaver stroking his smooth 
chin. 

The final shot shows a close-up 
of a Gillette razor and a blade dis- 
penser against a background of 
bubbles. 

The voice-over in persuasive but 
soft-sell tones says, “A good shave 
—clean—smooth—and so refresh- 
ing. Only you can feel the differ- 


ence that a good shave makes and 
there is only one way to get a 
decent shave—with water—lather 


—and Gillette.” = 


Turner Named Oregon Adman 
of the Year, Wins Award 


Richard J. Turner, vp, Dawson 


& Turner, Portland, Ore., has been 
named Oregon's first Advertising 
Man of the Year and was * re- 
cipient of the Mac Wilkins award, 
inaugurated in 1948, presented to 


the creator of the 
state’s best ad- 
vertising and 


ing campaign, by 

the Oregon Ad- 

vertising Club. 
Mr. Turner has 


son & Turner 
since 1954. Prior 


|} tojoining the 


Turner 


agency, for nine fichord 


years he was . 
sale 


advertising and »Fro- 

'\ motion manager of the For ‘rac- 
tor distributorship serving ' © P4- 
cific Northwest. During that » cried 
he was associated with R. i Vade 
& Co. and Columbia Tractor © Im- 
plement Co. During 1954 = 
rtis- 


president of the Oregon A 
jing Club. 
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The New Yorker is attuned to its readers’ needs and desires. It 
stimulates* and persuades. This is a quality many advertisers have 
found valuable in promoting their products, services, and ideas. 


*The New Yorker sells the people other people follow. 


NEW YORKER 


New York, Chicago, San Francisco, Los Angeles, London 


as. 
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Hit Movies: "The Bells St. Mary's,” 
David,” “Cy “Cyrano de Bergerac; “The Eve of St. Mark,” “Hig 
" “The Red Pony, “Sands of Iwo Jima,” “Spellb¢ 


Great Stars: Stars: tagrié Bergman, Gary Cooper, Joseph Cotte 
Joan Fontaine, Cary Grant, Grace Kelly, Ray Milland, Robert 
Olivier, oer — Vincent Price, Rande 
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WRCA-TV’s Movie ¢ 4 showing of “High Noon” drew almost 4 million viewers — the 
largest audience in New York television history for a single showing of a feature film. 


So great was its attraction that Movie e 4’s “High Noon” gathered a larger audience 
than any other show — network or local — on any other station all month. 


Consistent scheduling on Movie e 4 of new feature films like “High Noon,” combined with 
creative live programming like the “Jack Paar Show,” has enabled WRCA-TV to cap- 
ture conclusively the late-night audiences in New York. 


Look at a typical recent two-month period for added evidence of WRCA-TV’s superi- 
ority: the major competition was showing post-’48 films only 24°; of the time — while 
Movie e 4 presented new product at the rate of 62. 


Now Movie e 4 has insured continued dominance by signing up the post-’48 library of 
Republic Pictures — the only post-’48 movie package in New York, with many features 
which were released in 1956 and 1957. 


Get your share of high ratings—at a low cost—with MOVIE « 4. Price? Package of 
eight 1-minute participating announcements per week—just $5,000. 


Call WRCA-TV Sales, or your NBC Spot Sales representative, at CIrcle 7-8300, today! 


SOURCE: New York ARB, January 1958 


MOVIE 


ss ei ee a, F aie ee j og. 
BO iy Semele eek Te eee cx ate “ae. 
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MOVIE+4’s success has helped 
spark audience increases 
throughout WRCA-TV’s entire 
schedule.* Here’s the picture 
of the top two stations for Jan., 
‘57 versus Jan., 58: 


DAY NIGHT TOTAL WEEK 


WRCA-TV +16x% +21x +20x 
Station #2 —8x -13% -1I1x 


Source: ARB 


*For example, the Sunday "1ith Hour News” 
achieved in January the highest rating 
in history for a local news show —a 40.4 
with a 74.5% share of audience! 


K 
WRCA -TV NBC IN NEW YORK 
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NEWARK NEWS 
NEWARK LEDGER 


Our 4-coler Food Section 
attracts more linage and 
sells more products. 


Make it First 
on Your Schedule Too! 


MEDI 
THE MAJOR UNION COUNTY ttn Co., Inc. 


National Representatives 


ST oy more ran 82,000 LINES 


IN THE ELIZABETH-NEWARK AREA 


New Jersey's Most Concentrated Markets 
RETAIL DAILY GROCERY LINAGE 
ELIZABETH DAILY JOURNAL 


1,214,000| 1st Nine Months 
1,131,000 of 1957 
458,000 


guriial 


10N COUNTY 
EDITION 


GROWING 


Ads Can Be Vital 
Aid in Selling of 
Securities: Pershall 


Continued fram Page 2) 
r to a lesser degree a product 
rtuser 
But in the case of institutional 
» financial advertising, where the 
‘ent is not to sell things but ideas, 
the response must be the result of 
an accumulation of impressions. It 
is a slower process... This con- 
sciousness cannot be successfully 
accomplished on a one-shot basis, 
or even by an explosion. Nor can it 
be effectively done by intermittent 
nibbles. It is best done on a 
planned basis, with enough money 
and sincerity put behind it to allow 
this accrual of impressions to cre- 
ate a corporate image in whatever 
segment of the public mind is im- 
portant to you.” 
As for the SEC, Mr. Pershall 
went on, “Basically, its intention 
... is to prevent misleading, unjus- 
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he world of radio 
AN IS CLOSEST 


people of america 


Some call him “dise jockey.” Others prefer “personality.” 


He is friend, companion, confidant. 


He is entertainer, public servant. 


His audiences accept him as one of the fan 


They write him ; they hang on his word 


He has great responsibility. 


He lives up to it. 


the storzZ stations sal 
the Oisc jockeys of a 


On the eve of the First Annual Pop Music Dise Jo 
and Programming Seminar, to be held under Storz . 
March 7-8-9, 1958, in Kansas City, Mis 


Both designations are too limiting. He is more: 


He is teacher, counselor, shopping guide. 


ly, 


.e 
ERICA 


Convention 


He serves the housewife, the handicapped, those who toil by night. 
Apart from his air salesmanship, he is often a talent in his own right. 


on Sponsorship, 


t 


Advertising Age, February 17, 358 


{tified and premature adver ing 
of securities. Beyond that, I n't 
|think they feel that the natu © of 
a company’s institutional or or. 
| porate advertising is any of .eir 
business...There are too iny 
worth while and_ constri ‘ive 
things to say about a busines: hat 
will add to its prestige and { or. 
able public opinion without or. 
dering on the impression o/ +ig- 
ging the market or pulling « ‘ast 
one on the unsuspecting invest...” 

Fear of the SEC, Mr. Pe: jhall 
|observed, “is simply anothe: ap- 
|}prehension .. . that comfor bly 
enables some managemen: to 
avoid facing up to the fact hat 
good, honest representation. of 
| themselves to the business world 
would do a lot of good.” 


® Backing up his claim of the \ clue 
of such advertising, Mr. Pershal] 
| cited a study made last summer in 
lwhich 152 investment bankers 
| were asked: “In your opinion, does 
corporate advertising favorably af- 
| fect the sale or the stability of a 
company’s securities?” 91.2% said 
yes; 5.3% said no. 
| In the same study, 1,000 compa- 
ny officers in businesses capital- 
ized at $1,000,000 or more were 
asked the same question with re- 
spect to their attitudes toward cor- 
porate or personal investment. 
64% of these said institutional ads 
would boost their confidence in a 
company and favorably influence 
| their investment decisions. 


® Im another talk before the same 
meeting, Edward C. Logelin, vp of 
U. S. Steel Corp., gave some “do” 
and “don’t” advice on press rela- 
tions. He said his talk was actually 
a report to the meeting on the sub- 
stance of suggestions that had been 
made to him by newspaper finan- 
cial writers and business paper ed- 
itors. 

A basic point made by the edi- 
tors, Mr. Logelin said, was that it is 
a mistake to think of pr as strictly 
a function or a department. “After 
all,” he reported one editor as say- 
ing, “every company has public re- 
lations—sometimes good and 
sometimes bad—whether or not it 
has anyone in the organization 
who bears a title that has any- 
thing to do with pr.” = 


Sylvania Names Two to 
Argus Promotion Posts 

Sylvania Electric Products Inc. 
has appointed Robert R. Wilson ad 
manager of its Argus cameras di- 
vision in Ann Arbor, Mich., suc- 
ceeding James R. Steel, who was 


Robert Wilson Roy Carpen': 


named divisional ad manage: of 
Sylvania Lighting Products, a I“ 
sion in Salem, Mass. Roy A = 
penter has been named to su 1 
Mr. Wilson as Argus sales p! - 
tion manager. 

Sylvania also has promoted ||» ?- 


ry W. Jones from merchand "& 
manager for photolamps to p s 
lamp sales manager of Sy! a 


Lighting Products. 
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A familiar Davenport landmark, this eagle surveys a rich, concentrated 
retail trading zone with annual sales of nearly $1 billion. On the 
streets below walk people of Davenport and Bettendorf, Iowa and 
Rock Island, Moline, and East Moline, Illinois — all residents of a 
unified market with an effective per family buying income of $6,140. 
Ringing the area are 375 diversified manufacturing firms. Immediately 
beyond — the world’s richest farmlands, with an average gross 

farm income of $11,150. 


Sell this market BEST through DAVENPORT NEWSPAPERS. 
Only Davenport Newspapers have effective home delivered circulation 
in both Eastern Iowa and Western Illinois. Advertisers and readers 
are served by every new development in color printing, photo- 

. composition, fast-etch and direct-process printing. Davenport News- 
papers’ $800,000 remodeling program just completed, typifies both 
the prosperity of the area and superior service received by advertisers. 


sell it best 
with DAVE 
ae 


Represented by Jenn & Kelley, inc, 


MORNING 
EVENING 
Ma SUNDAY 
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“Good Morning" Newspaper 


Carried 22,755,108 Lines in 1957 


- again in 1957 the Rocky Mountain News registered a goin 
in total advertising. 


1957 22,755,108 1953 18,046,229 
1956 22,544,071 1952 16,782,931 
1955 22,011,113 1951 14,672,662 
1954 18,656,360 1950 13,663,743 


Media Records 


Represented by General Adv. Dep't., SCRIPPS-HOWARD NEWSPAPERS 


Furniture, Photo 
Better Business ° 


New York, Feb. 11 
| furniture dealers havé 
| revisions to the standa 
ing their advertising 
jpractices, originally 
11930, in cooperation 
ter Business Bureau 

Last week a brand ! 
advertising and selling 
for the photographic in 
adopted at a meeting ca! 
in cooperation with 
Photographic Dealers o! 

The revised furnitur: 
volves new sections 
(1) comparative pric 
advertising and sellin 
rubber, (3) an additiona 
covering reupholstery) nd (4) 
recommendations concer! 
number of illustrated 
cluded at a given price in the 
vertising of furniture se! 


|@ The new photographic code, 


join New York 
Setting Ad Codes 


nes effective March 1, 


to correct such prac-| 


t advertising, deceptive 
ive price and savings 
r competitive claims, 
offering of used mer- 

new, inaccurate de- 

n of photographic equip- 

nd parts and the delivery of 
ated filr n not offered as such. 
‘repared by a committee of pho- 
phic manufacturers, distribu- 
retailers and advertising agen- 
representatives, the code is said 
the first in the country for 


cy 


| 
eegragens business. Accord- 


. Hugh R. Jackson, BBB pres- 
ident, it becomes the basis for ad- 
vertising and selling by New York 


»|industry members; BBB, with in- 


dustry backing, assumes responsi- 
bility for getting compliance. Mr. | 
Jackson said he believes the stand- 
ards will “restore and maintain 
public confidence in the offering of 


REPRESENTED NATIONALL 


IN TOTAL DAILY CIRCULATION 
New leader among Houston newspapers is The Houston Post. Total 
daily circulation of The Houston Post is now largest of any Texas daily, 
morning or evening: 213,198." The best newspaper buy in the South's 
Number One market is The Houston Post-first in total daily circulation. 


* ABC 9-30-57 


Advertising Age, February 1958 
photographic equipment ar sup- 
plies.” 

s Some of the provisions the 
new photo equipment ad cx ire: 
e Advertised merchandise l be 
|available at the time of ica- 


|tion of the advertisement, in 
eases of limited supply, su fact 


shall be prominently stated hen 
orders are received for una ible 
merchandise, substitutes n not 
be sent without prior custon -on- 
sent. 

e In using a “list price” f{ om- 
parative claims, only th ‘list 
price” designated by the p ct’s 
manufacturer, importer or rib- 
utor, and which actually ha seen 
ja bona fide retail price, n be 
| used. 

\° Statements which dispar: or 
attack, directly or by implic:tion, 
| the merchandise, prices or s« ces 
|of competitors are not to be u 

° Advertising of used merchandise 
must have the word “used” con- 
}spicuously and prominently The 


phrase “like new” is prohibited. 


je Full descriptions of merchandise 


are called for from advertiser 
|e Outdated film delivered as new 
is barred, and film orders by mail 


must be filled so [the film] can be 
jused by the purchaser after a rea- 
sonable delay. 


Exact copies of the standards are 
available to all industry members 
who write the Better Business Bu- 
lreau, 280 Broadway, New York. 


|@ The new section on comparative 
|prices in the revised furniture code 
|states that such prices are to be 
| based on: 


e The advertiser’s own immediate- 
ly previous selling price. 
e His original selling price during 
the preceding 12 months. 
e Or the currently prevailing price 
at which strictly comparable mer- 


chandise is being sold by the ad- 
vertiser or other retailers in the 
New York trading area. 
Advertisers who use terms such 
s “foam rubber construction,” “la- 
tex foam,” etc., may do so only 


when the advertised article consists 
of solid foam rubber throughout 


® The 1930 furniture code, ac- 
cording to Mr. Jackson, was the 
first of several codes for specific 
industries to be developed with the 
cooperation of local merchants and 
has since served as a pattern [o! 
similar advertising and _ se'\ing 
standards in other cities. 


N. J. AUTO DEALERS 
FAVOR PRICE ADS 


NEWARK, Feb. 11—New J: y 
/Automotive Trade Assn. here 4s 
reported 245 of 257 dealers 0 
answered a recent question e 
favor price advertising. The . 
jtion asked: “If all manufact 
‘consistently advertise an ‘a: 
tised delivery price’ listing ex 
what equipment is included i: 
price, as well as_ federal 
freight, and an item to 
j handling and delivery, would 
| then favor such procedure?” 

Of 868 questionnaires sent 
257 had replied to the qu 
when the association made th: 
|sults public. + 
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AUDIENCE SHARE 


WDAU-TV . . 39.3 


Station B........ 
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Here .. . in the Scranton-Wilkes Barre market ... THIRD LARGEST IN THE THIRD LARGEST STATE... 
from the area's highest tower, WOAU-TV’s dominant position is established beyond all doubt. November, 
1957, ARB again proves by a substantial margin that WDAU-TV is your best buy.* 


The big station with the big programs serves Scranton-Wilkes Barre and 52 communities, each with a popu- 
lation of 5000 or more. WDAU-TY covers 19 counties in Northeastern Pennsylvania . .. sells 1,500,000 people. 


é 
WDAU c°3 fo 22 in Scranton-Wilkes Barre 


@ cas Television for Northeastern Pennsylvania 


*Call your H-R Television Representative 
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eter Pan was there. 


And so were 50,000 starry-eved boys and girls and grownups. Over 200 groups of 
students came from Chicago schools. Busloads arrived from schools throughout the 
Midwest. ~ 


For the fifth consecutive year the Miracle of Books Fair, sponsored by the Children’s 
Book Council, the Museum of Science and Industry, and the Chicago Tribune, drew 
capacity attendance. 


Enchanted youngsters thrilled over meeting favorite authors and illustrators. Ap- 
plauded with delight the theater productions. Bashfully shook hands with costumed 
storybook characters. And most important of all—lost themselves in the colorful 
displays of some 3,000 children’s books. 


Small wonder that Chicagoans grow up knowing, caring and getting excited about 
the Tribune. In Chicago and suburbs more families read the Tribune than read the top 
seven weekly national magazines combined. More than six times as many Chicagoans 
turn its pages as turn on the average evening TV show. Not only has the Tribune 
far more circulation than any other Chicago newspaper, but it was the only one to 
show a gain in total daily net paid circulation during the official six month period 
ended September 30, 1957 over the same period in 1956. 


As a result of a single page Tribune advertisement, over 5,000 customers flocked to 
Kroch’s & Brentano’s new book store on opening day. And a single Tribune Magazine 
page featuring children’s clothes produced record sales and rave testimonials for 
Celanese Corporation from department stores all over Mid-America. 


Advertisers invested more of their 1957 advertising dollars in the Tribune than in 
all other Chieago newspapers combined. The Tribune gets best results for advertisers 
in Chieago. Why not put it to work for you, too? 


THE TRIBUNE CAN DO ALMOST ANYTHING IN CHICAGO 
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Giveaway Ratings Dip, 


Advertising Age, February 17, 1958 


General Foods also is in a give-|of giving and guessing that it pre- dy, they can risk part of their 
away mood. The company, through! sents five audience participation | bankroll on a few more clue notes 
Young & Rubicam, has signed for| and game programs in a row on | and try again. No sponsors are 
several segments of “Do You Trust work-day mornings. Starting Feb. signed at this writing. 


/ "Your Wife” (ABC-TV). Minute) 24, when Arlene Francis exits and} Not only is there a tendency to 
u ponsors ove em Rice and Swans Down cake mixes | “Dough-Re-Mi” comes in, you can| present these prize programs in a 


(Continued from Page 3) 
can win $250,000 in five minutes— 
and then go on from there,” a 
spokesman for Jantone Enterpris- 
es said. 


s “Lucky Dollar,” a word game 
competition evolved from the old 
parlor game, “Ghost,” has been 
booked for CBS Saturday at 8:30 
p.m., EST, starting March 29, fol- 
lowing the exit of the “Dick & the 
Duchess” (Helene Curtis and Mo- 
gen David Wine Corp.). Durward 
Kirby will emcee this show. Brown 
& Williamson (Ted Bates & Co.) is 
set as co-sponsor, with an alternate 
week berth still open. Entertain- 
ment Productions (the successor 
to Louis G. Cowan Inc.) owns the 
program. 

“Lucky Dollar” also had been in 


the running as a replacement for | 
Garry Moore’s Monday-through- | 


Friday variety show, but the tobac- 
co company reportedly did not 
want the show carried in evening 
and daytime versions. 

A few weeks ago Mr. Moore an- 
nounced that he was quitting his 
daytime program in September to 
concentrate on other tv projects. 
He said that preparation of com- 
mercials for a multitude of partici- 
pating sponsors took up so much 
time that there wasn’t enough 
left to prepare for the entertain- 
ment portion of the show. 

It now appears that the Moore 
telecast may be replaced before 
fall, though the network has not 
set a definite date. A game pro- 
gram—title still unannounced and 
emcee still unselected—has been 
chosen to fill the 10 a.m., EST, peri- 
od. 


® Tareyton filter tip cigarets will 
sponsor “Make Me Laugh,” a game 
with comedians trying to make un- 
willing subjects do just that, start- 
ing March 20 at 10 p.m., EST, on 
ABC-TV. The show was placed 
through Lawrence C. Gumbinner 
Advertising Agency. It is being 
produced by Mort Green and 
George Foster in association with 
Sylvester L. Weaver Jr. 

The emphasis in this case, how- 
ever, is more on laughs than loot, 
since the studio contestants will be 
paid off only on the basis of a dollar 


CITY HALL! 


When you want results you 
‘ to the top executive. MAY 
AND MANAGER is the new 
magazine that can help you 
“™. produce results in the 
municipal market by taking 
your sales ae to the top 
cit 


7 


—the mayors an managers 
in all U.S. cities of 1,200 
Population and up. 


Here, you a -~ to 
successfully se oducts © 
by advertising in MAYOR AND 
ANAGER, because its articles | 

and editorials go to the heart 
of the municipal executive's 
problems and helps him solve - —. 
them. At the same time 
mayor and city-manager alike 
see your products along 
with the sure to be discussed 

ons and quoted progressive, 
modern ideas and methods 

| designed for him. If you want 
business in the municipal ad 
market, ask 7500 mayors and 

| managers to sign the order,.in, 

} 

' 

' 


MAYOR ano MANAGER 


72 WEST 45th ST. N.Y. 36, N.Y. 
MUrray- Hill 2-6606 
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will carry two  alternate-week/| make it six ina row. | bunch, one after the other; many 
|\for every second they can keep a|@uarter hours and one alternate- |of them are turning up as daytime 
straight face. A panel of three co-| Week half hour of this Monday-|e#-*This one is a musical gmeiess nighttime attractions. This 
medians will try its skill at making|through-Friday afternoon quiz,|turned out by the busy Barry-|means six telecasts a week—five 
| people laugh. A celebrity guest will | Starting in the spring. Postum al-| Enright factory. Contestants will | daytime and one evening—for pro- 
jappear as a proxy contestant rep- ready is presenting a quarter sae to hear a few notes of a tune | grams like Treasure Hunt,” “The 
‘resenting someone from the home| °f the program each Friday. and then guess at the song. If at| Price Is Right,” “Truth or Conse- 


| audience. NBC is so taken with the spirit | first they don’t recognize the melo-| quences,” “Tic Tac Dough” and 
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“Beat the Clock.” 

A look at the rating books pro- 
vides one very good hint as to 
why the networks are prize-happy 
and game-happy in the daytime. 
NBC’s morning block of audience 
participation telecasts has been 
besting the CBS competition, in- 
cluding the formidable Arthur 


Godfrey. ABC doesn’t compete for | 


morning viewers. 


week bought three alternate-week 
quarter-hour segments of the day- 
time “Treasure Hunt” for Cheer. 
Young & Rubicam is the agency. 
The key to the nighttime situa- 
tion is not so simple. Since the 
“$64,000 Question,” which started 
tv’s high-bracket giveaway fling, 
began to slide in the ratings, this 
category hasn’t figured very much 


the magic come-on there is come-| also have lost ground in the never- 


dy, not cash, since Groucho’s jack- | ending 


ratings struggle. Give- 


pot is very piddling by television | aways, however, continue to look | 


standards. 


The “$64,000 Question,” a rating | sons. 


leader in its first sensational years, 
dropped out of the average audi- 
ence top ten a few months ago; it’s 


|now in the top 40. Large-space 


tune-in ads, celebrity contestants 


in the “top tens.” No prize show | and a quadrupled jackpot have not | 


# Procter & Gamble, an advertiser|report, unless you want to count 
with an acute sense of timing, this} Groucho Marx’s Q&A session. But 


| made it in the most recent Nielsen | been able to get it back up there on 


the giddy heights. 
Challenge” and 


The “$64,000 
“Twenty-One” 


good in cost-per-1,000 compari- 


® The ratings curve would seem to 
indicate that viewer enthusiasm 
for this type of tv entertainment is 
waning. What then accounts for 
the upsurge of network and spon- 
sor interest in games and give- 
aways? 

“It’s an expedient thing,” James 


In the nation’s top 26 markets, according to 


December Network Radio Pulse measure- 


ments, here’s the number of times CBS 


Radio is the most popular network, out of 


a possible* 233 quarter-hours: 


CBS Radio Network 


216 


Other Networks 


IS 


| ae 
Ties 


It’s the programs. Jack Benny, Arthur 


ICAL 


ey, the daytime serials. And also, “The 


d Tonight;’ Murrow, Sevareid, the New 


York Philharmonic, the Sunday afternoon 


dramas. It’s an entire schedule of programs, 


all asking for the listener’s attention and 


involvement all the time. And getting it. 


The one network with a schedule like this 


wins every program popularity test, hands 


down. Which leads to the basic point for 


advertisers. Not only do audiences listen 
most to CBS Radio. They listen hard. The 


harder they listen, the easier you sell! 


THE CBS RADIO NETWORK 


* Every quarter-hour, 
day and night, Sunday 
through Saturday, 
in which programs of 
CBS Radio and at 
least one other radio 
network were measured 
in the Network 
Radio Pulse, which 
reports audiences to 
network programs 
carried ina minimum 
of ten of the top 
26 Metropolitan areas. 


ee, een 


45 


Douglas, senior vp of Ted Bates, 


told ADVERTISING AGE. “You can get 
a live show of this sort on a fairly 
decent budget” to fill a mid-season 
spot that has just opened up on 
the schedule. Spring or summer, 
Mr. Douglas said, is no time to 


start a “major show.” # 


Maitland Boosts 6, Adds 2 


Vic Maitland & Associates, Pitts- 


burgh, has promoted six members 


lof the agency and added two to its 


| 


MOTIVATION in 


staff. Those promoted are Edward 


M. Brown, from account supervisor 
to director of consumer advertis- 
ing; David M. Crantz, from account 
executive to assistant copy chief; 
James R. Hayes Jr. and Charles W. 
Prine Jr., from account executives 
to senior account supervisors in the 
agency’s public relations counselors 
division, and Stanley M. Walczak 
and Otto Mycka to executive art 
directors. Maitland also has ap- 
pointed Robert M. Lorz an ac- 
count executive and Richard Ol- 
son an assistant account executive. 


How to get 
more money from 
today's feminine markets! 


WHAT MAKES WOMEN BUY 


The first completely documented book on 
how to motivate today's changed women 
to buy more of your products 

ased on latest findings about modern 
women, it shows best psychological appeals 
for successful selling to women. By Janet 
Wolff, J. Walter Thompson Co. 320 pages. 


= 
ADVERTISING 


Far more powerful and Tsuasive than 
mere product appeals are the psychological 
ideas now revealed in this new explanation 
of motives that make people buy. 

Based on formerly restricted surveys, the 
book gives you tested, practical advice you 
can use at once about symbolism, color. 
feelings, emotions, style, music, illustration, 
etc 

This authoritative depth study of the new 
dimension in advertising is by Pierre Mar- 
tinesu of the Chicago Tribune. 210 pages, 


How to get maximum 
results from every 
advertising dollar! 


$5.50 
How to get and use 
marketing data to 


(- 
® insure profitable sales! 
MARKETING RESEARCH 


Using everyday marketing problems as the 
starting point for research, this volume puts 
at your command the entire power of this 
scrence 

The book shows how to gather, analyze, 
and interpret every fact on product, mar 
kets, and sales policies vital to successful 
sales strategy. Sampling—sales analysis—sur 
veys—consumer panels research plans—and 
applications are all thoroughly covered. By 
Richard D. Crisp, Richard D. Crisp & 


. Ae Inc. 798 pages, $7.50 
lerge profits on 


® @ new product! 


Techniques for 
MARKETING NEW PRODUCTS 


Step-by-step plans for introducing, mer 
chandising, marketing, and advertising a 
new product, with detailed guidance on 
methods suitable for even the modest-sized 


How to moke 


budget 

Covers idea sources, sales programs, dis 
tribution, legal requirements, management 
and financial growth. Shows points to watch 


at cach stage 
directories, etc 


peges, $6.50 


10 DAYS FREE TRIAL + MAIL COUPON 


lists agencies giving free help 
By Douglas Banning. 308 


| ! 
| McGraw-Hill Book Co., t. Age—2-17 | 
| 327 W. 41st St. New York 36, N.Y. 
| Send me book (s) encircled below for 10 1 
days’ examination on approval. In 10 days 
| I will remit for book (s) I keep, plus few | 
| cents for delivery costs, and return un | 
wanted book (s) postpaid. (We pay de 
| livery costs if you remit with this coupon I 
j ~same return privilege | 
| ’ 2 3 4 | 
| Print | 
Name . 
| RBGIOTB. occ svcrcccorecncensevssecece | 
| City Zone ye | 
| COGRMORP. . - cece cccccscsscccvevceeses 
: Position se | 
For prices and terms outside U.S 
| write McGraw-Hill Int'l, NYC Age—2.17 | 
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Men’s wear 
buyers respond 
to LIFE 


Meat eaters 
respond 
to LIFE 


‘you. So much. 


RESPONSE 


> <a 


+ 
go swiftly, go surely Rath Packing Company wanted to increase Esquire Socks in 1956 launched a new cam- 
‘ public awareness of Rath Black Hawk brands. paign of continuity and concentration in LIFE. 
Medium chosen: LIFE exclusively. Resu/t:Sales- Result: A peak sales year—up 10°;,—despite 
: man, dealer, retail enthusiasm . . . and over general industry down-turn; 650 new retail ac- T 
< the past four years, greatly expanded national counts. Investment in LIFE increased to over 
* distribution and substantial volume increases. 95°; of total consumer magazine expenditure. 
: ee ONLY in 1957 Food & Food Product advertisers In 1957 Men's Apparel advertisers / 


invested more dollars for selling in LIFE invested more dollars for selling 
|e Fe than in any other magazine. in LIFE than in any other magazine. ¥ 
: Bs | Total Investment by | Went hemmnnet ty 4 
oe GIVES YOU SO MUCH Ronking Magarine a Ronking Megezine Png oy 
Re ie | LIFE ~~ $20,438,915 It | LIFE nn nn 
FR Yr ¥ Ly “ia | tate? Genelia | 8, 407,538 2nd | Saturday Evening Post 1,989, 290 
3a] Look | —¢a5.03 «38 | Esquire 1,955,880 Me 
TRAE EI ec ~ 4th | Saturday Evening Post | 6,213,877 _ ih | Look 1,463,363 
~ 5th | Better Homes & Gardens | —_ 5,893,592 5th | Sports Illustrated | 1,450,933 


<s so swiftly...so surely 


gives you so much response 
. ++ 80 swiftly, so surely. 


gives you so much response 
... SO swiftly, so surely. 


4 
e 
Shoe polishers = 
respond enthusiasts 
Hollywood Sani-White Shoe Polish since 1949 LI FE 
eS : has concentrated a major share of its advertis- 
ape go sunftly, so surely ing expenditure in modest ads in LIFE. Result: [| Grundig-Majestic Hi-Fi used LIFE to establish 
rs Continued sales increases required bigger ware- national recognition. Result: Recognition and 
on house facilities and the changing from a 10- toa sales so successful that Majestic has jumped 
si full 12-month production schedule. First half- from an |< of a page to a full page 4-color ad 
as page in LIFE now scheduled. in LIFE in less than two years. 
A In 1957 Footwear advertisers invested * eed Radio, television Set, Phonograph, 
= & dollars for selling in LIFE Musical Instruments and Accessories 
=> ONLY pe ot ih dante ites ameitin advertisers invested more dollars 
Bat ai, y 9 ; for selling in LIFE than in any other magazine. 
| | Total Investment b Total inves by 
GIVES You so MUCH Ranking Magazine Advertisers . Ranking Magarine wy 
| _ (Jan.-Dec., 1957) | (Jan.-Dec., 1957) 
Ist | LIFE _ $1,939,817 Ist | LIFE $4,579,506 
2nd Ladies’ Home Journa! 7 837,792 2nd | Saturday Evening Post | 2,721,386 
3rd | McCall's | 566,804 3rd | Look | 877,173 
ith | Esquire _|___543,523_ ith | TV Guide | 763,415 
3 ) t : 7 Vogue sth | New Yorker | _ 330,837 
SO SWIFTLY-SO SURELY i 


gives you so much response 


gives you so much response 
+++ SO swiftly, so surely. 


..+ $0 swiftly, so surely. 


ADVERTISERS 


: es RESPOND To |W ad 


In 1957 Advertisers invested more in LIFE 
than in any other magazine, 


Tota! Investment by 


Ranking Magazine Advertisers 
Gan. -Dec., 1957) 
ie Ist LIFE $137 ,522,494 
— ae 2nd | Saturday Evening Post 90,899,031 


_3ed | T _____|__ Seize 


4th | Look 43,352,335 


Sth | Ladies’ Home Journal | 29,506,441 
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Baby product 
buyers 
respond 

to LIFE 


Mennen Baby Products concentrated a major 
share of its ‘‘Lady-in-Waiting”’ budget in LIFE. 
Result: As a direct result of the success of the 
1937 campaign, LIFE again will be the spear- 
head of the 1958 media schedule. ‘ 


Camera | 
buyers 
respond 
to LIFE 


Argus Cameras began a concentration of its 
equipment advertising in LIFE in 1952. Result: 
Sales from 1952 to 1957 up over 100°%. In 
1957, LIFE’s share of Argus Cameras’ general 
magazine investment was approximately 78°%. 


Mattress 


buyers Go 


respond to LIFE 


The Simmons Company, in a nationwide sale, 
chose LIFE exclusively (8 consecutive pages) 
to announce their $10,000,000 ‘‘Boxcar Bar- 
gains” event. Result: a complete sellout —with 
factories across the country swamped with re- 
orders on the LIFE-advertised goods. 


In 1957 Jewelry, Optical Goods & Camera 
advertisers invested more dollars for 
selling in LIFE than in any other magazine. 


In 1957 Drugs & Toiletries advertisers 
invested more dollars for selling in LIFE 
than in any other magazine. 


In 1957 Household Furnishings advertisers 
invested more dollars for selling in LIFE 
than in any other magazine. 


| Total Investment by | Total Investment by Total Investment by 
Ranking Magazine Advertisers Ranking Magazine | Advertisers Ranking Magazine Advertisers 
(Jan.-Dec., 1957) | an.-Dee., 1957) (Jon.-Dec., 1957) 
Ist | LIFE | $4,474,297 Ist | LIFE «$15,638,046 ist | LIFE ‘$4,826,739 
__ 2nd | Saturday Evening Post _ = 2,520, 779 __2nd a Ladies’ Home Journal 7,696, 750 2nd Better Homes & Gardens” i 4 311, 956 
3rd | Look 1,419,052 _ 3rd | Look | __-6,080,934 3rd | House Beautiful | ———-2, 638,095 
4th = Reader’s Digest | 1, 358, 600 4th | Saturday Evening Post 5,938,817 4th Ladies’ Home Journal | 2 404, 383 
=” | —_—___— —— i ———_—__—_—_— -_— — - — —___———__| ___ 7 — { ————— ——_—_ 
5th _ Time — 578, 211 5th McCall's 5,871,348 5th McCall's | 2,045,545 


gives you so much response 
... $0 swiftly, so surely. 


gives you so much response 
... $0 swiftly, so surely. 


gives you so much response 
.+. $0 swiftly, so surely, 


Grocery 
buyers 
respond 
to LIFE 


Chef Boy-Ar-Dee® since 1953 has used LIFE to 
spearhead its aggressive advertising and promo- 
tion efforts in establishing Chef Boy-Ar-Dee as 
the nation’s leading seller in Italian Style Foods. 
Result: Sales tripled in this period. 


Candy lovers 
respond to 
LIFE 


E. J. Brach & Sons has used LIFE as No. 1 ad- 
vertising medium since 1947. Result: Brach has 
strengthened its position as the world’s largest 
general line candy manufacturer. Sales during 
this period have increased over 45‘; against 
static per capita consumption. 


Liquor buyers 
respond 
to LIFE 


Old Taylor 86 was featured in a concentrated 
advertising campaign in LIFE. Result: Sales 
soared 100.3‘; first year in LIFE, another 78.8' 
the second year. For 1957, Old Taylor 86 sales 
have continued to show substantial gains. 


In 1957 Food & Food Products advertisers 
invested more dollars for selling in LIFE 
than in any other magazine. 


In 1957 Confectionery & Soft Drinks 
advertisers invested more dollars for 
selling in LIFE than in any other magazine. 


In 1957 Beer, Wine & Liquor advertisers 
invested more dollars for selling in LIFE 
than in any other magazine. 


| Tote! Investment by | Total Investment by Tota! investment by 
Ranking Magarine oni a Ranking Magarine Pag gy Ranking | Magorine Py ag 
Ist | LIFE ~~ $3,081,953 Ist LIFE me "$20,438,915 ist | LIFE [2 —___s«|—s«$03,942,425 
2nd - Saturday Evening Post 1,854,377 2nd | Ladies’ Home Journal _ 8, 407,538 2nd Look . tS Ve 5,769,953 a 
3ra | Look 725,145 3r¢ | Look | 6,345,143 3rd | Time Sam 4,207,648 
4th Ladies’ Home Journal ; 145, 460 ~~ 4th =| Saturday Evening Post 6,213,877 __ 4th | New Yorker 2,844,529 
~~ §th | McCall's «| ss 89,570 ~~ 5th | Better Homes & Gardens 5,893,592 5th | Newsweek | —-2, 316, 286 


gives you so much response 
... $0 swiftly, so surely. 


gives you so much response 
... $0 swiftly, so surely. 


... S80 swiftly, so surely. 


Source: PIB (excludes farm magazines and supplements) 


YOU SO MUCH RESPONSE... 
So swiftly, so surely 
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Riverview Budgets $300.000: Amusement Parks, Pools & Beach- 
es for the finest program appear- 


O'Connell's Ad Work Honored . - 
jance on a subject dealing with the 


Riverview Park Co., operator of | Phew . ; 

the Chicago amusement center, will sr mag ~~ t\_ aecand 
budget $300,000 for advertising for oan — - am We Sxpent 
its 17-week 1958 season. It will from Newspapers, Television, Ra- 
use local newspapers, spot radio dio and Outdoor Advertising—How 
ond te and eubiaee. Is Each Best Utilized for Amuse- 


Thomas P. O'Connell, director of |™°"t Parks?” 


media for Riverview’s agency, 
Dancer-Fitzgerald-Sample, Chica- |NCAA Sets 1958 TV Plans 

go, received the N. S. Alexander; The 1958 television committee of 
trophy from the National Assn. ofthe National Collegiate 


Assn. has recommended a plan|scription tv broadcasts for experi- 
calling for nine national “Game of |mental purposes. 

the Week” telecasts next fall and| 

four dates on which college foot-| ‘Chronicle’ Promotes 3 

ball teams may telecast their games| The Houston Chronicle has pro- 
within the NCAA districts in which | moted three staff members: M. J.| 
they are located. The nine-four ar-| Butler from assistant business 
rangement is the same as last year’s | manager to business manager; 
format. Taking into account pos-| Frank Warren from assistant sec- | 


Advertising Age, February 17, 1958 


Circulation Seminar 
for Business Papers 
to Be Held Aug. 13-14 


CuHiIcaco, Feb. 11—The third an 
nual circulation seminar for bus 
ness publications will be held Au; 
13 and 14 in the Edgewater Beac 


sible developments in the area of|retary and treasurer to treasurer) j7 40) 


pay tv, the 1958 plan incorporates and controller; and Ed Anderson | 


Athletic | 


a variation authorizing a limited|from city circulation manager to 
number of closed circuit and sub-!/circulation director. 


...actual cost-per-M of any International Magazine in Latin America 


Ever-increasing circulation plus favorable exchange rates reduce 
O Cruzeiro International’s cost-per-thousand to less than $2.60! The 
present circulation of the bi-weekly, Spanish-language publication 
now tops 300,000—a bonus of 100,000 copies over the guarantee. By 
paying their accounts in free Brazilian Cruzeiros (over Cr$90 to 
the U. S. dollar—January °58) the advertiser saves 1/3 over the 
magazine's published U. S. rates. A full-color page in Latin America’s 
most colorfr' zine costs less than $1250.00! 


BY AND FOR LATIN AMERICANS 


“RT T KENYON CO..527 MADISON AVE. 


9 Oe ai a 


Edited, published and read by Latin Americans, 
national is the media buy for all Latin America. 

IMPORTANT NEWS: O Cruzeiro International will henceforth 
provide advertisers with circulation figures audited by the Office of 


Certified Circulations. The OCC is widely accepted as Latin America’s 
most reliable audit service, 


O Cruzeiro Inter- 


Guaranteed Circulation: 200,000 
Basic BAW Page: Cr $66,000 4-color: Cr $112,000 


1 


 CRUZEIRO 


INTERNATIONAL 


V YORK 22.N.¥ PHONE PLAZA 5-1282 


Stanley Roy, circulation directo; 
of Office Appliances, is progra: 
chairman of the seminar. His com- 
mittee includes Charles Baker, cir- 
lculation manager of Practi: 


sarcooage Myron Hartenfeld, circ 


lation director of Advertising Pu! 
lications Inc.; Walter Nohstadt Jr., 
circulation director of Modern 
|Hospital Publishing Co., and John 
Reardon, president of Publishe: 
Circulation Service. Mr. Hartenfe| 4 
|also is general chairman. 

The seminar is geared to every- 
|day activities of circulation man- 
agers and their key assistants. Ses- 
sions cover the many mail circula- 
tion problems facing business pa- 
pers and the complex problems of 
subscription fulfilment and per- 


sonnel. Commercial exhibits fea- 
|turing the latest circulation equip- 
ment and services will be dis- 
| Played. 


® ".ne total cost per person is $20 
for the two-day meeting. Advance 
registrat.ons are now being ac- 
cepted, and should be sent with 
payment to Circulation Seminar, 
200 ©. Illinois St., Chicago 11, Ill. 
The seminar is sponsored by Ad- 
ver ‘sing Publications Inc., in 
coo eration with Chicago Circula- 
tion Round Table, Chicago Busi- 


ness Publications Assn., Mail Ad- 4 


veri sing Club of Chicago, Audit 
Bureau of Circulations, Associated 
Bus ness Publications, Business 
Pub.ications Audit of Circulations, 
Circulation Management, Direct 
Mail Advertising Assn., Nationa 
Business Publications Inc., Na- 
tional Circulation Round Table anc 
the Subscription Fulfillment Ma.- 
agers Assn. = 


U of I Publishes Study 
of Group Effectiveness 

“Leader Attitudes & Group Ef- 
fectiveness,” by Fred E. Fiedler, 
has been published by the Univer- 
sity of Illinois Press, Urbana. The 
monograph summarizes the re- 


search of the project, “Social Per- | 


ception & Group Effectiveness,” 
which was begun in September, 
1951, and finished last August. 

Subjects covered in the 70-page 
book include mathematical studies 
of similarity between persons and 
its measurement; development of 
interpersonal perception measures, 
‘and relation of interpersonal per- 
| ception to team effectiveness. Price 
is $1.75. 


Offset Users... | 
NO TYPE USED 
_IN THIS AD! 


No metal 


type was used 
in setting this ad, 
only FOTOTYPE 
for display and Justi- 
Type Paper for body 
copy. So easy, anyone 
can set good-looking 


ads, catalogs, house 
organs, presentations, § 
etc., to be reproduced 
by offset, zincs or silk 
screen. Save up to 90% 
over ordinary methods. 
Over 300 styles and 
sizes shown in new 
64-page type book. 
Write today for 
free copy. 


FOTOTYPE. 
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Buyers of New Cars Concentrated in’ 
Upper Income Groups: ‘U.S.News’ 


(Continued from Page 2) 
this survey to propose that the auto 
industry revise its sales strategy to 
put more emphasis on selective 
magazines which reach families 
that are known to be the best pros- | 
pects for a new car. 


s According to the report, the mar-'| 
ket for “quality” goods has become 
substantially more concentrated in 


, traded a car which had been pur-| 


)}when they buy again, the report 
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ONE OF THE FIRST 100 MARKETS 


chased new, only one in four fam- 
ilies purchasing a car in 1957 had 
been solicited by a dealer. 

Although most buyers reported 
they will consider the same make 


demonstrates that a _ substantial | 
amount of brand switching oc-| 
curred among the car buyers. 

Almost half the Ford buyers, for 


WHBF 


CBS FOR THE QUAD.CITIES 


upper income groups in recent|example, said they had switched | 
years. Where the “over-$5,000"| from other makes, many of them | 
classification included only 27% of | at the expense of other members| 
the nation’s families in 1950 and\of the Ford “family.” Four out| 
accounted for 60% of the new car/of 10 Oldsmobile buyers had 
purchases, the new U.S. News stu- | switched, half of them from Chev-| 
dy finds it now includes 47% of) rolet, Pontiac or Buick. Only one| 


the families and accounts for 85% |in four Cadillac buyers was con-| 


of the new car purchases. In fact} 
the study finds more than half of! 
the 1957 purchases were made by 
the 22% of the families which are 
in the “over-$7,500” category, and 
one-third by the 11% with incomes 
in excess of $10,000. 

Although median income of all | 
U. S. families was $4,700 in 1956, | 
according to Federal Reserve fig- 
ures, U.S. News finds median in- 
come of new car buyers was sub- 
stantially above the national medi- 
an. For the industry as a whole, the 
median income of buyers is com- 
puted to be $7,783 in 1957, ranging 
from $7,035 for Ford buyers to 
$25,357 for Cadillac buyers. 


s In a general summary, and the 
individual report for each manu- 
facturer, U. S. News finds that the 
median income of families which 
bought Fords, Chevrolets and Ply- 
mouths was slightly above $7,000. 
Median for buyers of Mercury, 
Dodge and Pontiac ranged from 
$8,000 to $8,400, with roughly 60% 
of these makes going to persons 
with “over-$7,500" incomes and 
more than one-third to those at 
the $10,000 level or higher. 

For DeSoto, Buick and Oldsmo- 
bile, the median was $9,500 to 
$10,100, with about half the sales 
to the “over-$10,000" income| 
group. Chrysler’s buyer median 
was $11,438; Lincoln $18,220; Im- 
perial $21,136, and Cadillac $25,357. 


} 
s At the special request of auto! 
manufacturers, a question was in- 
cluded in the survey to learn about 
stock ownership of car buyers. It 
shows that 7% of the buyers had 
stock in an automobile firm. To a 
degree, this stock ownership may 
have been a factor influencing 
brand selection. 

In a special tabulation for Ford, 
for example, U. S. News finds 5% 
of the Ford buyers were owners of 
an automobile stock. Although 
only 2.3% of all car buyers had re- 
ported ownership of Ford stock, 
3.2% of the Ford buyers were own- 
ers of Ford stock. Similarly, 5.1% 
of the Oldsmobile buyers were 
owners of General Motors stock,}| 
although only 3.9% of all car buy- 
ers were GM stockholders. 

Many car buyers showed up as 
substantial stockholders. Half of| 
those with GM stock, and nearly 
half of those with American Mo- | 
tors had upwards of 100 shares. 
One-third of the Chrysler stock- 
holder-customers were in the 100- 
share or more group, as were) 
26.6% of the Studebaker-Packard, 
but only 12.4% of Ford. Average 
number of automobile’ shares 
owned by a buyer was 394 auto 
shares for General Motors owners, | 
144 for American Motors, 93 for 
Chrysler, 68 for Studebaker-Pack- 
ard, and 49 for Ford. 


® One section of the study was de- 
signed to provide auto makers with | 
an insight into the brand loyalty of | 
their customers and the effective- 
ness of their own dealer organiza- 
tions. While nine out of 10 buyers | 
traded a car, and four out of five 


verted from another make. 


s In its presentation for Ford,: 
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mountain market with Salt Lake’s two great metropolitan newspapers. 
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U. S. News found two out of three 
Ford buyers shopped other makes 
before reaching a decision. Two 
out of five had looked at Chevro- 
let, one out of three at Plymouth, 
and one out of eight at Buick be- 
fore picking a Ford. One-fourth 
of the customers who bought an 
Oldsmobile said they had investi- 
gated Buick, but only 13.6% looked 
into Chrysler and one in 10 con- 
sidered DeSoto. Only one-fourth of 
the Cadillac buyers shopped other 
makes. 


® To a large degree, auto makers 
are cautioned by the study that 
advertising is the only fulltime 
salesman on the job for them. Only 
one in three Oldsmobile buyers 
had been solicited by any dealer, 
and one in six by an Oldsmobile 
dealer. One-fifth of the Ford buy- 
ers said they had been approached 
by Ford dealers, while only one in 
seven Cadillac buyers entered the 
market after being approached 
by a Cadillac dealer. 

Nevertheless, the survey shows, 
many car buyers felt a loyalty to 
the dealer who supplied the car 
they were turning in. While the re- 
port does not indicate the outcome 
of the visit, it shows that 60% of 
the Cadillac buyers returned to 
their old dealer. This was true also 
for one-third of the Oldsmobile 
buyers and one-fourth of the Ford 
buyers. 

The report provides complete 
information for 18 different makes. 
Based on a research technique de- 
veloped in consultation with the 
car manufacturers, it involved a 
mail study covering a sample of 1,- 
000 buyers for each make. The 
samples were drawn from records 
of R. L. Polk & Co., while the sur- 
vey itself was a joint market re- 
search project of Polk and Benson 
& Benson Inc., Princeton, N. J. 


® In a further effort to demon- 
Strate that the new car market is 
“concentrated” in higher income 
families, the study looks into two- 
car families. While it estimates 
that 17.6% of all U.S. families now 


have two or more cars (an increase 


of roughly 3% since the 1994 sur- 
vey), the study finds two out of 
every tive cars sold in 195, 
lo a two-car tamily, with 


in the “$10,000 and up” 


gioup. In two out of tnree 


pu.scuased new. 


in its effort to convert the sur- 
vey into more automobile linage 


went 
more 
than haif of these buyers tocated 
income 
in- 
stances, the second car was a car 
wo.cn the family had originaily 


The El Paso Times 
An Independent Newspaper 
Morning and Sunday 


E] Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 


OVER 96.000 DAILY 


for itself, U. S. News hints broadly | job of reaching prime prospec’ 


that the auto industry might prof- 
itably re-evaluate the current em- 
phasis on tv. 

In tv, its representatives argue, 
the industry gets a “cross section” 
of the total population, but this 
survey shows the car buyer is sev- 


|eral cuts above a cross section. 


Chief emphasis in the sales 
“pitch” is on the purchase of the 
three news magazines—U. S. 
News. Time and Newsweek, which, 
it is argued, when used jointly do 
the most effective and economical 


ior 


cars. 
“In view of the shift in market 
says Mr. Sweet, “there 


question whether it is stil! 


some 


true 


that you reach the largest number 
of prospects by reaching the ‘ars- 
est number of people. Auto peopie 


have always bought nun 


people rather than custome 


ers 


Ts 


ol 
We 


are trying to convince them that 
facts require them to re-write the 


axiom, and pay more attention to os 
the opportunity that exists for pre- Lynn, office manager, 


selecting their customers.” 


Harris & Weinstein F ormed 

A new agency, Harris & Wein- 
stein Associates, has been formed 
with offices at 40 16th St., N. W., 
Atlanta. Principals of the agency 
Abe Weinstein and Carolyn 
both former vps 


are 
Harris, 
Harris, 
er members of 
include Gene 


the new 


of Day, 
Hargrett & Weinstein. Oth- 
agency 
Ledbetter, art direc- | Horse News, Columbia Falls, Mont., 
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| ABC Lists Additions 

Five newspapers—three dailies 
and two weeklies—and a magazine 
have been elected to membership 
in Audit Bureau of Circulations. 
The dailies are the Daily Call, Pi- 
qua, O., the Banner-Press, Breham, 
Tex., and the Daily Eagle, Bryan, 
Tex. The weeklies are Hungry 


tor: Beverley Kirven, media direc-|and the Citizen, Pasadena, Tex 
tor: Henry Hayes and Mirion Ben- Also elected was Advance Pattern 


nett, account executives 


were with the former agency. 


and Ann Book, New York. In addition, mem- 
all of whom ber service to Needham, Louis & 


Brorby, Toronto, has begun. 
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‘57 Study Shows Top 
Brands Continue to 


Lead in Minnesota 


MINNEAPOLIS, Feb. 11—Of 49 
brand leaders in Minnesota in|e Families buying baked beans in- 
1956, 47 came out ahead again in| creased in 1957 in both Minnesota 
1957, according to the Minneapolis|and Hennepin County. Especially 
Star and Tribune “Minnesota| notable is the Hennepin County 
Homemaker Survey No. 10,” just) increase—11.1% more families re- 
released. ported buying baked beans than 

The survey, which gives a full|reported so doing the previous 
five-year comparison of standings| year. Van Camp is the No. 1 brand 


|for most brands, is distributed to 
manufacturers, distributors and 
their advertising agencies. 
study was conducted in the fall of 
1957. 

Highlights of the report include: 


The! 


in Minnesota, but B&M leads in 
Hennepin County. 


|e 90% of all Minnesota families 
buy headache remedies, 69.2% buy 
| chest rubs and 21.6% buy cold tab- 
lets. Leading headache remedy 
'was Bayer aspirin; leading chest 
|rub was Vicks, and leading cold 
tablet was Anahist. 


e Among Hennepin coffee drink- 
ers, Hills Bros. is first, showing a 


jthat of the 


51 
hand. |@ While Niblets leads in both the 
; 44:.. «,,| county and in Minnesota as the No. 
e In just one year, the families in 1 canned corn on hand or last 
the county serving instant coffee bought, Libby is first among town- 
increased 18.7%, with Hills Bros. | farm families. 


showing the biggest increase over ; . 
previous year—from| ® Sunshine continues as the brand 


1.2% to 11.7% in 1957. |'eader in packaged cookies in both 

| Minnesota and the county. Man- 
continues to lead _ all|chester moved into second place in 
brands of scouring powders on| 1957 with a 31.7% increase in Min- 
hand in Minnesota. The No. 2) nesota and 46.7% increase in coun- 
brand, Comet, which came on the! ty families buying. 


e Ajax 


20.6% increase since 1956. 54% of| market in 1957, was found to be on 
all Hennepin County coffee-serv- hand in 36.5% of all Minnesota 
ing families have Hills Bros. on homes. 


Nobody, really. But he’s a fifth at practically every 
foursome in the country. It’s he who created the table 
and chairs. Although these handy household items are 
usually credited to the furniture makers, a sharp in- 
dustrial salesman knows that here’s another product 
of Metalworking. 

Metalworking production is an industrial giant evident in 
every phase of American life. The nation’s single biggest 
production operation, it represents an annual volume of 
$130 billion; makes up more than a quarter of the gross 
national product. 

The man who controlled the manufacture of the bridge 
set is a Metalworking production engineer or execu- 
tive. Because Metalworking contributes to every major 
industry, he’s a key figure in the over-all business 
picture. Reaching him is important—selling him is vital. 


Where it’s made of metal... ¢/ey're reading 


McGRAW-HILL MAGAZINE OF METALWORKING PRODUCTION 


1 Stagtonipest 


American Machinist is edited for this man. At his right 
hand for over 80 years, it’s a publication specifically and 
exclusively for Metalworking production men. No iron 
foundries or blast furnaces. The working of metal from 
raw stock to finished product is a big order. It’s the busi- 
ness of our readers—and we stick to their business. That's 
why more production men subscribe to American Machinist 
than any other Metalworking publication. 


Advertising placed in these surroundings has terrific 


impact. It puts your product story in front of the right 
men at the right time, 


The action of 988 advertisers, who last year placed 
over 6,000 pages of space in American Machinist, is 
simple testimony to its acceptance as the primary me- 
dium for reaching and selling the men who control 


Metalworking production. 


330 West 42nd Street, New York 36 


Inquiries stating a specific prod- 
/uct interest should be addressed to 
William A. Cordingley, national 
|advertising manager, Minneapolis 
| Star and Tribune, Minneapolis 15. 


RCA Names Toney, Saxon 
James M. Toney, vp and general 
| manager of the RCA Victor radio 
|and Victrola division, has been ap- 
pointed vp and general manager of 
the RCA Victor television division, 
New York. He succeeds Charles P. 
| Baxter, who is being reassigned to 
| other duties at RCA. Raymond W. 
Saxon, formerly director of region- 
al operations, replaces Mr. Toney. 


| THERE’S 
STILL 
TIME TO 

PLAN 
FOR 


\ 
\ 
™ 


| \ You get 
MORE EFFECTIVE 
EXHIBITS 

at LESS COST 


. when you develop a complete, 
detailed exhibit program covering all 
shows you intend to enter. 

We are at your service in every 
phase of this task, from supplying lists 
of shows to design and construction 
of displays. 

Helpful information is listed in the 
coupon at the bottom of this column. 
Just fill it out and put it in the mail. 


. GARDNER 
DISPLAYS 


i 
| [' 477 Melwood St, Pgh. 13, Pa 


4 uw { Detroit Chicago - New York 
fs a ae ee a 


| 
| Gardner Displays -477 Melwood St. 
| Pittsburgh 13, Pa. 
Please cond ws ! 

i 
| © Special Exhibitor's Check List I 
| 0 Drama and Action in Trade Show and { 
Institutional Exhibits | 
| () Add my name to your regular mailing list ] 
CD Send list of shows and complete data on the | 

| following 

| 
| Name l 
| 
| | Company | 

I 
| Address 
City Zone State ! 
| 
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The Gates 
metropo li 
biggest industry, reported 
recently its worl wide 
sales of rubber products 
increased $5 million in 
1957 over last year’s 
record. 

That prought Gates’ sale of 
products manufactured in Den- 
ver to more than $105 million. 

And it meant a payroll of $31.5 
million for 6,500 Gates workers 
_all but 1,000 of whom live in 
the metropolitan area. 

The Denver payroll alone was 
$27 million. 

Charles C. Gates Jr., vice 
president, made the Gates sales 

and payroll figures public in 4 

yearend press interview. 

He predicted flatly that the 

Gates Rubber Co. will increase 


poom nationally and an in- =o BaD al =, ale 
. - om * = ms 


crease in competition. ; 
“We plan to get a bigger slic 
ee | THE SUBURBS SPRAWL IN AN EVER-WIDENING ciRCLE AROUND THE CITY OF DEN 


— 


Gates said. “The national fore- 

casts for the rubber industry e ee * 

are for a reduction in sales or Postoffice Oh 

output in 1958. Our sales depart- 10 1 oO ca 
ment predicts an advance for 


the Gates Rubber Co. and our & 
management team will work to eceipts 


The Ohio Oil Co. has announced plan 

two wings to its $1 million research center at 

S. Broadway in Littleton. 

The new construction, to start in March, will} Suburban De 

e of the research building by|cause of rapid 
new home ares 


make that prediction a reality.” 
firm's $5 million increase in Set Mark 


NEW INDUSTRY 

Gates pointed out that his 

sales represented new money . ; 
pouring into Denver and “would Denver s postal receipts , 
climbed to an all - time 


po om ey oe high of $15,067, . | 60 pet. to 70,000 square feet 

new ustry for Denver all b 1 0 , ooo in : ’ _ 

ool.” ry y 1981 Postmaster Ted Hef- No official announcement of ——— (iTS telephon 

Since every basic worker sup-|ner announced. en — was made by)|'né which was completed in| 4957 than di 

s about ei ht rsons, in- ’ es 7 io Oi be t estimates in| October, 1956. cc rd 

= . A “some has Jeecting the aa the building trade here set the| The new wings will house an roar “iy a 
aa . ‘Y 8| figure at approximately $750,000. enlarged library. @ computer.) nd T el 

a vy. J, Yost, research|room, various Jaboratories @ en 
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Denver bank clearings, 4 prime business indi- 
cator, topped the $10 billion mark in 1957 for the 
first time, according to Paul Mead, Clearing House 
Assn. manager. 

The total for last year came to $10,344,768,817 
compared with $9,429,552,306 in 1956, the previous 
high. 

The Decem : 
$940,388,041, 
monthly total, 


$818,210,413 for 
The highest monthly total on 


record is $955,563,713 for Octo- 
ber, 1957. 

The total for a rec 
$177,890,903 compare 
994,064 for the like peri 
before. 

Denver ban 


a with $179,- 
od a year 


k resources topped 
$1 billion at the end of 1957 for 
the first time in history, condi- 
tion statements 4S of Dec. 31 


revealed. 


The total for 
ks came to $1,010,- 


Fewer Buti: =" 
047,000 at yearend compared 
900 at the close of 


The Denver Chamber 
has an- 
nounced that an jndus- 
trial products and service 
survey it has just com- 
pleted shows there is a 
multi - million - dollar OP- 


portunity open for new 
be established 


Denver's 17 com- 


with $980,920, 
1956. Deposits rose 


2 
Prices 1 156 05 310,00. 
Loans made & bigger jump, 
ARL POMEROY ; 
Stat Writer 900 and holdin 
vu. 8. government sec 
h numbers of ani-| correspondingly declined to 
d at Denver's $518,576,000 from $534,599,000. 


mals receive , 
The banks continued to add to 
their capital funds, bringing 


stockyards fe 
them to $66 997,000 from $64, 


1 
mal year of 1956, last year ; 
143,009. Such increases make it 
se the size of 


ices a 
isting manufa 


panies. 
The survey covered 222 jndus- 
n Den- 


trial firms in metropolita 
h sampling of the 


Thoug 
CIRCULATION 


Evening, except Saturday. . . 254,519 


a a 
Empire Magazine and Sittin. ain 


ver, a one-fift 


area's manufacturing plants 


still was 4 good one ol- ; 
larwise possible to increa 
: individual loans the banks can) « : 
A total value of $237,- make Although the local firms pur- 
252,000 was placed on the| Reflecting the growth of Den- chase most of their raw materi- 
animals delivered in Den-|ver suburban areas, deposits of als as close to home as pos- z 
ver in 199/, Walter C.|the 12 member banks of the sible,” the survey report said. .B.C. Publisher's Statement 
Crew, president and gen- Suburban Clearing House Assn.) *‘the opportunity © supply September 30, 1957 
eral manager of om Ts. — pe wan eo services and materials to the 
; uring , ac ; ; , ; 
ver Union Stock ¥8 Co.,| Charles H. Smukler of First Na-|""™* answering the questioly Editor and Publisher; PALM 
lewood, presi- naire alone would amount to Represented Nationall ER HOYT 
$33 million yearly.” MOLONEY, REGAN = pens 
MITT, INC. 


tional Bank of Eng 


said. 
over 
Se 


This is only slightly pelow the | gent of the association. 


$237, 769,000 for 1956. ———— 

Total number of animals which e 

‘amraenease | efferdink Leases 

last year was 2,980,258, as com- 

pared with 3,415,322 in 1956. That e e 

represents a loss of 435,064 from T B | dl 

the previous year when thou- D XE OW er ul Ing 
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PHOTOGRAPHIC REVIEW 


OLD-TIMER—The oldest glassware company in the U. S. is honored by 
Brand Names Foundation for its 140 years. Albert Messer (left), 
BNF, presents a scroll for “unfailing integrity, reliable quality and 
fair pricing” to Alec M. Turner, vp and general manager of Libbey 
glass division of Owens-Illinois Glass Co. The company was founded 
Feb. 16, 1818, in Cambridge, Mass.; later moved to Toledo. 


COMING—Carol Borisy already has 
her pickle kite off the ground as a 
reminder of National Pickle Week, 
May 22-31. National Pickle Pack- 
ers Assn. sponsors the week 


Saysette Miner Wichert 
Arlett Brown 
ADMEN-TEACHERS— Meritorious awards were presented at a January 
meeting of the San Francisco Advertising Club to two instructors in 
advertising courses at Golden Gate College. Honored were Art Ar- 
lett, of Hoefer, Dieterich & Brown, and Lou Brown, of the San 
Francisco Examiner. With them are Roland Saysette, California 
Packing Corp., chairman of the adclub’s school of advertising advis- 
ory board; Nagel T. Miner, Golden Gate president, and Jack Wichert, 
Schmidt Lithograph Co., college dean 


yi accent: oe Rep 
Eee 


a 


PR -UPPE! 


MOSAIC DISPLAYS—This unusual dis- 


TRIPLE WINNER—Dr. Pepper Co. won first, third and honorable men- Murphy Hunt Rewlins play, part of a window to be used 
tion awards in the soft drink division of the National Competition HAND KOLDERS—Peggy Murphy, a stenographer in Aluminum Co. of by Regal Shoe stores across the 
of Outdoor Advertising Art sponsored by the Art Directors Club of America’s ad department, has been named Miss Advertising of Pitts- country, was developed by Mo- 
Chicago—the only company to win three honors in one category. burgh for 1958. She’s shown receiving the best wishes of T. M. Hunt, saiques Ltd., New York. The tech- 
Shown here is Dr. Pepper's first award winner. Grant Advertising, Alcoa’s ad manager, and L. E. Rawlins, president of the Pittsburgh nique uses oil colors to produce 
Chicago, is the agency. Advertising Club and general manager of KDKA. mosaics in quantity at a cost “with- 
a in the average display budget.” 
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Cascino Holmberg O'Neill 
LAUNCHED—"“Living minerals” is the theme of a new color shots of minerals mined and processed by IMC. 
corporate campaign for International Minerals & In the ad here, shown by Harry Hol) berg, Compton 
Chemical Corp. 21 color pages and spreads are Advertising, a particle of phosphate is magnified 
scheduled for Business Week, Newsweek and Time 3,000 times. Looking over the ad are A. E. Cascino, 
between Feb. 17 and Nov. 29 featuring micrographic marketing vp, and Frank O'Neill, ad nanager, IMC, 


EDUCATED DOGS—These new light-touch ads for Ideal dog food will 

run in newspapers, magazines, newspaper supplements and on out- 

door signs. The ad on the left, which has appeared only in supple- 

ments, has drawn more mail response than any previous Ideal ad. 

The other two ads have not yet run. Roche, Rickerd & Cleary is the 
agency. 
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If your advertising dollars must 
produce even greater sales in 58 


consider what this vital advertising medium offers 


consider its 1957 record 


In 1957, more people 
bought Reader’s Digest 
than ever before 


Between 1957 and 1958, circulation 
increased by 800,000 copies per issue. 
When the first advertising appeared 
in the U.S. edition in April 1955, 
advertisers were assured a circula- 
tion of 10 million copies. Effective 
January 1958, advertising rates are 
based upon a circulation of 
11,500,000 copies. 


The circulation three years ago, the 
gains from that high level, and the 
current circulation of 11,500,000 
have never before been approached 
in the history of magazine publish- 
ing. 


Today, in fact, the U.S. circulation 
of the Digest is more than twice 
as large as that of the next leading 
magazine. 


In 1957, advertisers 
spent more dollars 
in Reader's Digest 


Advertising revenue jumped 51.8%, 
reached a total of $18,009,965. This 
represents the use of 558 pages, an 
increase of 38.8°;, in 1957 over 1956. 

This record has been achieved even 
though Reader’s Digest does not ac- 
cept advertising for alcoholic bever- 
ages, tobacco products, or certain 
medical remedies. 


In 1957, more new 
advertisers gained 
confidence in 

Reader’s Digest 

In this one year, the number of 
advertisers increased by 32°,—from 
106 in 1956 to 140 in 1957. Impres- 


sive gains were made in the follow- 
ing categories: 


Automotive — from 41 pages to 89 
Foods —from 87 pages to 106 


Jewelry, cameras, optical goods— 
from 24 pages to 39 


Soaps and cleansers —from 
one page to 24 


CIRCULATION GROWTH* 


11,500,000 
10,700,000 F—"""y 
10,000,000 
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*These figures represent the circulation upon 
which advertising rates have been based. Ad- 
vertisers have always enjoyed a substantial 
circulation bonus in the Digest. For the first 
9 months of 1957, average paid circulation 
was 11,474,428, representing a bonus of nearly 
800,000 copies per issue. 


ADVERTISING $18,009,965 
REVENUE = 
$11,864,920 


t 
$7,986,900" _ 


me 5 


; ; 


‘ss col ‘37 


*First advertising appeared in April 1955 issue. 
Figure represents nine-month sales. 


NUMBER OF ® 
ADVERTISERS 

103 106 | 
posse mo a 


‘SS ‘56 ‘67 


*First advertising appeared in April 1955 issue. 
Figure represents nine-month sales. 


consider ifs 1958 opportunities 


In 1958, young Mrs. America can buy 
Reader’s Digest at the nation’s No. | Display spot— 
the supermarket check-out counter: 


As fast as new display racks can 
be welded into place, Reader's 
Digest will appear on more than 
100,000 check-out counters 
from coast to coast, where some 
100 million transactions take 
place every week. The benefit 
to advertisers will surely be 
even greater circulation among 
young, active homemakers— 
and a substantial circulation 
bonus as well. 


This move to the preferred 
position at the check-out 
counter is further proof of 
confidence in Reader's Digest 
—the confidence of supermar- 
ket operators who know which 
products sell best. 


In 1958, new Western 

Edition offers you 

low-cost opportunity 8 
to test the Digest’s 

sales power: 


Starting with the April 1958 
issue, Reader’s Digest will 
publish a separate West Coast 
edition with a circulation of 2 
million copies. Single-page, 
black-and-white rates will be . 
$7,000. This will give you an : 
opportunity, at lowcost, to test 
the vitality of Reader’s Digest 
in some of the country’s most 
rapidly expanding markets. 


Politz Research shows that 
people read the Digest not just 
once, but on an average of 5.3 
different days—so your ad- 
vertising has more opportuni- 
ties to sell. A single issue is 
read more than 168 million 
times. 


The Western Edition will reach the 


: CIRCULATION 
following states and territories: PENETRATION 
California Utah 
Oregon Arizona ; 
r Reader's D reaches 20% 
—e Alaska EJ or amore of families F 
Idaho ii 
Nevada Hawaii Reader's Digest reaches 10-20% of families 


es Reader's Digest reaches under 10% of families 


People have faith in JReader’s Dige st 11,500,000 copies bought monthly 
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Advertising Age, February 17, 1958 


February Pages and Linage in Consumer Magazines 


Current and Year-to-Date Figures for U. S., Canadian and Foreign Publications Reporting to Advertising Age 


Jan. 
1957 


Jan. dan. 
1958 1957 1957 
Weeklies, Bi-Weeklies, Semi-Monthlies (January) 
CEE Seescanccaceis 14.2 16.2 
Deeley pbbtaecs ces eebe 53.3 54.3 
ee 35.5 33.6 
DNs d66S0b04 40 60s 60808 23.0 26.1 
OS Ee errr _ 188.2 251.2 
ere ere 51.4 64.7 
ree 251.3 229.2 
EE £464 50606+ ; i 171.0 197.1 
PD GEE Scciscoseses 9.6 10.1 
Be EY 665646556500 00 16.5 15.5 
The Saturday Evening Post .... 154.0 170.4 
Saturday Review ........ 7 84.8 79.1 
CIEE seccvenceceses 22.4 20.6 
Sports Illustrated ..... aiial Sieh 84.1 69.5 
_ = re 199.0 225.4 
er as 46.5 34.8 
tU.S. News & World Report .. 202.8 207.0 
a 1,607.6 1,704.8 1,704.8 
t Five issues in January 1958; four issues in January 1957. 
Feb. dan.-Feb. 
1958 1957 7 
Women’s 
§Bride & Home ....... ‘a — 47.5 
§Bride’s Magazine ...... a 193.1 
Everywoman's Magazine .. . 23.5 34.9 
Family Circle ..... oes 35.8 74.1 
Good Housekeeping . ipelnes 85.0 164.0 
Ladies’ Home Journal ........ 82.1 154.9 
DEE bn c06bn060000006000 68.6 129.4 
SE, CUED cS cdiccccsccee — 180.7 
¢tParents’ Magazine .......... 511 88.7 
a ai 80.2 160.0 
Western Family ... a 15.5 30.2 
EE BE  adwod ncckeea 28.2 65.7 
The Workbasket .. errr 52.3 102.0 
Total Group .. ae ee $22.3 1,425.2 
§ Published quarterly in January, April, July and October. ¢ Includes Shopping Scout Section linage. 
General 
American Artist ......... oi 27.0 49.4 
American Forests ............ 14.6 29.8 
American Legion .. ne 15.0 31.6 
Antiques ..... , Nein 65.8 120.0 
se a : 21.7 32.0 
rr err 32.8 . 62.3 
Christian Herald ... ; 57.8 65.2 94.2 
GCelumbia .....05: Perey 8.8 8.4 15.8 
DEE kexesees cao 40.0 28.0 86.0 
Cosmopolitan ......... 22.9 26.1 45.6 
St chwksines : ; 59.5 57.2 + 107.3 
Elks Magazine .. 14.6 13.3 24.8 
rer : 43.0 47.3 106.2 
Extension ....... 18.1 18.5 32.8 
Gourmet ry i 31.9 23.8 42.5 
Grade Teacher . : 415 40.9 54.6 
Harper's Magazine os 25.1 37.4 65.1 
High Fidelity 68.3 88.3 171.7 
Holiday 80.2 67.7 146.8 
EN 2bnkndesscecewece , 24.2 19.0 ' 33.6 
Improvement Era Reena 22.0 23.0 38.4 41.5 
Instructor 42.3 44.7 68.4 66.1 
Motor Boating 104.1 105.0 375.5 385.5 
Motor Life 17.9 96 31.2 19.2 
Motor Trend ....... 17.5 14.1 38.5 34.4 
National Geographic ... 37.4 47.5 64.4 77.0 
Playboy chake ‘ 14.3 13.4 22.7 19.8 
tPopular Boating ........... 103.7 22.2 130.0 75.3 
Popular Photography .. : 81.6 67.5 162.5 148.1 
Promenade ......... ee 15.0 21.4 36.7 37.1 
Reader's Digest ; 45.0 50.0 72.0 72.0 
errr - ; 20.8 15.0 34.1 25.2 
Redbook ...... vans 30.4 27.0 52.9 46.7 
Rotarian ... 9.1 9.6 10.2 27.3 
errr tT — —— 16.1 12.8 
Today's Wealth ............. 22.3 18.9 441 37.0 
rrr 14.6 12.0 5 20.9 
wee @ GRIN .o ccc ccveces 77.5 . 2 118.0 
_ err rrr 26.4 40.9 
WEED cccoveccccucseeess 86.0 317.1 
WEED GOOD nécenccvesese< 1,500.7 1,388.9 2,974.0 
t January 1958 was a show issue. ¢t Published bi-monthly; 
§ Changed from a 414-line page to a 429-line page in May 1957. 
Home 
American Home ............. 61.7 53.1 96.6 90.7 
Better Homes & Gardens . ; 100.0 98.0 148.0 160.0 
Plamen Greer... ccccccccse 60.6 56.9 106.7 101.3 
House & Garden ............ 35.2 48.7 63.5 76.4 
House Beautiful .......... 55.3 74.8 91.5 113.3 
CINE on oi0icssnsescess 25.9 34.5 38.9 54.8 
Living For Young Homemakers 30.1 46.0 51.5 73.2 
Popular Gardening .......... 519 53.1 98.4 96.4 
Sunset Magazine ......... oi 94.0 105.0 158.9 164.7 
Total Group ......... ot 514.7 570.1 930.8 
Fashion 
OS 55.5 78.5 136.3 
EE + 75.1 92.1 158.4 
Harper's Bazaar ....... . 86.2 88.1 172.4 
Mademoiselle ......... 9.8 105.5 135.7 
WEE beweeccecaccecess . 178.9 192.3 307.1 
Total Group .......... 495.5 556.5 909.9 
Movie-Romance-Radio 
§Dell Modern Group: 
Modern Romances ........ 33.6 35.9 42.8 
Modern Screen ...... , 17.0 248 37.1 
Screen Stories ......... e 15.1 22.1 317 
Fawcett Women’s Group: 
Motion Picture ..... rr 12.7 21.8 32.2 
True Confessions .......... 21.2 26.6 38.7 
Hillman Romance Group ...... 48 2.7 3.2 
Hillman Women’s Group Ma 22.2 23.3 37.1 
Ideal Women's Group: 
Intimate Story ..... iad 20.4 24.1 36.8 
Movie Life ....... so 21.2 28.1 43.8 
Movie Star Parade ......... 21.2 28.1 43.8 
Personal Romances ........ 21.6 24.5 36.9 
TV Star Parade ......... 18.1 23.5 35.1 
Secrets Romance Group: 
Revealing Romances ........ 23.7 25.6 35.7 


328,512 


7,977 
5,922 
9,604 
17.603 


723,660 660,775 
cumulative figures are for combined January-February issue. 


1,459.075 


r Pages . 
Feb. Feb. dan.-Feb. Feb. Feb. dan. -Feb. dan. -Feb. 
1958 1957 1958 1958 1957 1958 1957 
tConfidential Confessions 23.8 246 23.8 10,227 10,856 10,227 10,856 
Secrets ............, 249 25.9 36.9 10.696 11,118 15,845 15,452 


4,505 6,018 


4,505 6,018 


Photoplay ....... er 25.4 40.4 40.0 10,903 17,339 17,139 23,787 
True Experience .. ees 20.6 23.0 27.3 8,821 9,863 11,731 13,894 
True Love Stories ......... 19.8 22.9 28.5 8,486 9,828 12,215 14,226 
True Romance ............ 21.5 21.4 28.6 9,203 9,179 12,253 13,438 
it ree 57.2 69.2 86.1 24,558 29,689 36,917 39,289 
TV-Radio Mirror ¥ 15.1 21.4 20.3 6,470 9,177 8,720 12,910 
Total Group 4716 865739 651.4 202.403 246,565 279,554 


the group as a whole PLUS additional advertising carried by each individual publication. § Not published in January 1958 


t Published bi-monthly; alternates with Daring Romances. { Published bi-monthly; alternates with Screenland. 


‘Business (February) 


Dun’s Review & Modern I-dustry 71.0 83.4 126.3 
Jone 166.0 161.3 311.3 
Nation's Business , 34.4 59.7 73.9 

Total Group ..... 7 271.4 304.4 511.5 


section and a January section. 


29,837 35,039 
104,912 101,910 
14,919 25,644 
149.668 162,593 
§ Because current month linage figures for several publications are not yet available 


196,710 


281,615 
this group is broken into a February 


53,052 61,873 
185,176 
31,853 42,094 


289,143 


dan Jan. Jan. Jan Jan. Jan Jan. 
1958 1957 1958 1958 1957 1958 1957 
Business (January) 
Barron's . 54.0 68.0 54.0 35,445 44,623 35,445 44,623 
Business Week 322.5 415.2 322.5 135.463 174,376 135,463 174,376 
Financial World 519 64.6 51.9 21.811 27,145 21,811 27,145 
Forbes ..... 54.2 88.7 54.2 22.779 37,246 22,779 37,246 
ee re -- 426 6365 482.6 215.498 283,390 215,498 283,390 
Magazine Linage Trend _ ‘iwres in tousanss 
WEEKLIES GENERAL 
1958 1958 
JAN.| 798 } FEB.| 724 a 
1957 JAN.| 771 } 
DEC. aA) Bie 1957 
FEB. 
WOMEN’S BUSINESS FASHION HOME 
1958 1958 1958 1958 
FEB. 270 | san.[215__] | ree.[266_] | FEB 
1957 


JAN. 


1957 


res. Eyre 


JAN. 


1957 


FEB. eis) :) 


JAN. 


1957 


Pages 
Feb. Feb Jan.-Feb Feb Feb dan.-Feb Jan. -Feb 
1958 1957 1958 1958 1957 1958 1957 
Youth 
American Girl 28.5 29.0 46.9 12,236 12,458 20,113 22.629 
Boys’ Life 33.0 30.0 50.2 22,443 20,433 34,119 34,021 
Child Life 12 12 2.2 518 518 996 
Scholastic Magazines 67.8 71.5 89.3 28.509 3.019 37,541 39,627 
Scholastic Roto 74 7.4 11.7 6,442 6.452 10,178 12,083 
Total Group a § ae 200.3 70.148 69,880 102.947 108,983 
Mechanics & Science 
Mechanix Illustrated 82.4 81.2 151.6 18,452 18,195 33,952 34,887 
Popular Electronics 69.6 64.1 129.6 15,590 14,358 29.030 27.283 
Popular Mechanics 121.5 139.7 231.9 27.251 31,293 51.978 63.892 
Popular Science 131.8 1311 238.7 29,512 29,373 53,459 56.246 
tScience & Mechanics a a 106.0 23.746 24,327 
Total Group 405.3 6416.1 857.8 3805 48=—- 93,219 197,165 206,635 
+ Published bi-monthly; cumulative figures shown are for January-Februa 
Outdoor & Sport 
American Rifleman 48.7 46.4 96.1 20,887 19.892 41,230 39.500 
Field & Stream 719 70.3 115.7 30.838 30.160 49.619 46,581 
Fur-Fish-Game . 18.1 20.2 37.1 7,753 8,182 15,935 16,963 
Guns 21.2 22.5 43.5 9.095 9.653 18,662 19,645 
Outdoor Life . 73.5 73.4 117.6 31,531 31,482 50 465 50,941 
Sports Afield 61.4 55.4 98.5 26.354 23,794 42.250 37,639 
Total Group ... 294.8 288.2 508.5 162,458 123,163 218.161 211.273 
Detective & Fiction 
Cavalier 18.7 178 30.8 8,019 7.649 13,222 12.1 
Dell Men's Group 14.3 11.6 22.6 6.156 4.966 9.703 8.825 
Thrilling Fiction Group 14.3 5.8 25.7 3.201 1,306 5,7 2.9% 
Total Group a7 35.2 79.1 17,376 13.921 28.675 24.427 
Newspaper Sections (I) 
(Nationally distributed with Sunday newspapers.) 
The American Weekly 59.3 57.3 115.3 50.386 48.722 97,964 93,243 
Family Weekly 58.2 419 107.8 49.499 35.639 91,606 65,53 
Parade , 73.6 599.9 129.2 62,602 50,936 109,819 92,471 
This Week Magazine 87.3 83.9 154.1 74,215 71,324 131.016 125,12 
Total Group .. 278.4 243.0 506.4 2%.702 206.621 430,405 376,375 
Pages 
Jan dan dan Jan dan Jan dan. 
1958 1957 1958 1958 1957 1958 1957 
Newspaper Sections (Il) (January) 
(All other newspaper sections and comics) 
Chicago Tribune Magazine .. 140.2 98.1 140.2 119.185 83,361 119,185 83,36 
First 3 Markets Group 47.3 37.6 47.3 40.205 31,918 40,205 31,91 
New York Times Magazine 178.4 188.8 178.4 151.619 160,485 151,619 160,48 
Total Group 225.7 226.4 225.7 191 824 192,403 191.824 192,40 


= Not included in totals 


(Continued on Page 58) 
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Advertising Age, February 17, 1958 


Pages Come F a Feb Jan.-Feb. 
Feb. Feb. Jan-Feb. Jan.-Feb Feb. Feb. Jan-Feb. Jan-Feb. | Feb. Feb. Jan.-Feb a ~— M4 "is88 , 1957 
1958 1957 1958 1957 1958 1957 1958 1957 | 1958 1957 1958 
i ‘ 42.0 43.0 82.0 89.0 7,644 7,826 14,924 16,198 
Comics Magazines ae... "S78 498 985 930 10,395 8954 17,812 16.826 
American Comics Group 7.0 7.0 14.0 14.0 2.646 2.646 5.292 5,292 Gelelen ...... : 33.5 30.0 60.5 58.5 5,930 52,50 yo eee 
tArchie Comic Group —_ —_— 6.0 SS, —_ dio 2.268 2.245 British ...... ' 57.0 535 1045 1100 10,602 9,858 ana ey 4 
+tHarvey Comics Group —-- —_— 8.3 9.7 — 3,150 3.654 Caribbean .. : 62.0 54.0 107.0 90.0 11,284 = — oo 
National Comics Group tDanish ... aa 418 28.8 69.8 51.8 7,098 4,88 a4 ; 
Bive Unit 4.0 78 1L5 14.5 1.512 2,984 4,158 5,535 Dutch a 29.0 —— 48.0 —- 5,278 , - 
Red Unit 45 8.3 10.5 16.0 1,701 3,137 3.969 6,067 Finnish ... . 16.0 15.0 25.0 24.0 2,976 Ryo aie ane 
fanae =~ = ‘ = ” ~— oy 23.0 13.0 vr "50 ‘oes 2.275 5.950 4,375 
ere gel 78.0 68.0 1380 1200 14,196 12,376 25,116 21,840 
i German Swiss 255 16.0 29.5 32.5 4,590 2,912 7,138 5,915 
Canadian National Weekend Newspapers (Rotogravure Linage) oie $65 610 125 175 10.283 12,102 20.475 21,385 
tla Patrie 41.7 54.3 68.0 87.9 37.562 54.277 61,166 87,864 Indian 7 i 54.0 44.0 112.0 93.0 9,828 8.008 eo oro 
tla Presse %.4 53.5 618 80.9 32.709 53,482 55,595 80,900 Italian een 7 62.5 57.0 113.5 105.5 10.625 9.804 an webs 
=Star Weekly 427 455 42.7 45.5 37,389 39,769 37,389 39,769 Japanese as 335 375 74.0 69.5 5,360 6,300 12,164 21.67 
Weekend Magazine 740 793 1261 1352 72,133 77.302 122,969 131,892 BO. cohcasecscssvts | ae 89.0 73.0 9373 7,644 16.198 826 
Total Group 152.1 187.1 355.9 G0 147,404 185.061 239,70 300.656 Military Overseas ....... 40.0 7 - ae Pry > 8.158 5.187 13341 10.192 
+ Changed from a 1.000-line page to a 900-line page in January 1958. = Not included in totals as January linage New Zealand ........-+++- po! 68 20 43.0 5 780 4.505 8 160 7310 
was not available when this issue went to press. mae aerate 59.0 60.8 126.0 1225 10.325 10.587 22.050 21.437 
South African .........0+: 78.0 745 142.0 1575 13.962 13,246 25,418 28,103 
Canadian Southern Hemisphere . at 32.0 21.0 55.0 48.0 5 = : ro) on oi 
Canadian Home Journa! 258 222 50.0 519 17,570 15,068 33,989 35,275 Swedish hes 34.0 27.5 53.0 44.0 6.392 
Canadian Homes & Gardens 21.4 7.7 411 56.3 14,559 = 18,810 27.914 38.304 ee errr [mae fos? 220 iO BIS W433 8 RTO FFA 
Chatelaine .. 31.6 37.8 46.5 57.4 21,517 25,724 31.619 39,031 § Because current month linage figures for several publications are not yet available this group is broken into a February 
Liberty eee 22.3 24.6 44.8 48.5 9,599 10,555 19,252 20,293 section and a January section. ¢ Changed from a 1,071-line page to an 840-line page in January 1957. { Commenced 
Maclean's “ 53.4 67.2 92.0 113.4 36.295 45,697 62.565 77,130 | publication with the October 1957. issue. 1957 pages and lines for the Military Overseas edition do not include 78 
Mayfair 36.1 37.3 58.6 57.8 24,531 25,341 39,867 39,307 pages of advertising in the Japanese Troop edition, which was replaced by the Military Overseas edition in March 1957 
Reader's Digest: 
English Edition 77.3 62.8 119.8 97.3 14,059 11,420 21,794 17.699 Pages Lines 
French Edition 80.0 65.5 172.0 105.0 14,400 11,921 22.954 19.110 Jan. dan. Jan. Jan. Jan. Jan. Jan. Jan. 
Revue Moderne 168 19.3 27.6 46 11,435 13,095 18.766 23,545 1958 1957 1958 1957 1958 1957 1958 1957 
tRevue Populaire 13.8 16.1 21.0 26.6 9.696 11.272 14,718 28,640 
{Samedi . 94 22 22.2 415 6.558 17,644 15,542 29.198 | Foreign (January) 
Saturday Night 23.0 16.7 23.0 16.7 9.681 7,055 9.681 7,055 hte icherentionsl: 
= Time-Canadian 89.0 919 _ 89.0 _ 919 37,380 38,535 37,380 38,535 English Edition 24.1 58.6 24.1 58.6 16.405 39.950 16,405 39,950 
Total Group 387.9 8405.7 866306 = .L = 180.219 = 206,547 = 508.980 = 367.532 | Spanish Edition . ££ @2 60.1 67.2 40,885 45,730 40,885 45,730 
+ Two issues in February 1958: four issues in February 1957. ¢ Effective Feb. 1, 1958 Samedi carries advertising in | Newsweek 
two of its four issues. 2 Not included in totals; figures shown are for January issues as February figures were not Pacific Edition .... 51.2 43.5 51.2 435 21,491 18.270 21.491 18,270 
available as this issue went to press. | European Edition 51.3 41.3 51.3 41.3 21,525 17,325 21.525 17,325 
Semana ....... : 32.3 42.7 32.3 42.7 13,580 17,920 13,580 17,920 
‘Foreign (February) Time International: 
+Habl nag azines 119 5.6 15.5 99 9.828 4.704 13,020 8.274 Time-Atlantic ...... - 90.3 78.6 90.3 78.6 37,905 32,970 37,905 32.970 
a ' | ' | Time-Latin American 798 744 798 744 33460 51.220 33.460 31.220 
Populaer Mekanik (Danish) &5 45 135 115 1.904 1,008 3,024 2.576 — sees 67.7 68.1 67.7 68.1 28.385 28,595 38 28.595 
—— aa Se Se SU lLlUL. US | ee | fee Cote Oe 845 67.0 885 67.0 35.490 28140 35,490 28,140 
Populare Mechanik (German) 45 16 10.3 2.6 1.008 Bod 2.296 578 | : 83 73 3 73 3500 3.080 3500 3.080 
Mecanica Popular (Spanish) 27.6 27.4 54.2 54.5 6.197 6.152 12,144 12,208 | —— — i ar Be o> wm Man oan oaaes 
Popular Mekanik (Swedish) . 7.0 9.0 16.0 17.0 1,568 2,016 3,584 3,808 yepantsh EGKiOR ........ m.. 
) Reader's Digest: cf ere rer 602.2 588.4 602.2 588.4 274,711 279.860 274,711 279,860 
ee ' 28.0 32.0 56.0 56.0 4.592 5.248 9.184 9,184 +tBecame a weekly with July 5, 1957 issue; five issues in January 1958 and two issues in January 1957. {Three issues in 
Argentine _. sent 39.0 30.5 68.0 640 7,098 5,551 12,376 11,648 | January 1958; two issues in January 1957. 


MacLean to Publish ‘Decision’ 


in 1959 by Hugh C. MacLean Pub-j|to be published during 1958—in | Parke, Davis Names Swanson |McCullough Leaving Meeker 


A national magazine for Canadi-|lications, 1450 Don Mills Rd., Don| June, October and November. Dun- | 
an top executives, called Decision,| Mills, Ont. Three prototype issues can F. Anderson, MacLean exec VP,| named manager of Parke, Davis &/|has been with Meeker Co., Chicago, 
will be published monthly starting! of the new magazine are scheduled | Will be publisher of Decision. The | Co.'s Detroit sales branch, succeed- | tv and radio representative, for 10 


Donald A. Swanson has been| Lois Thompson McCullough, who 


Abe 


a 


has never failed to discount a bill. 


able Dun & Bradstreet’s along agency row, thanks 

to Treasurer Abe Fisher. At all times, Abe main- 
tains working capital sufhcient to the needs of 
A &C—and its 33 clients. This sound financial 
structure is built on careful cost-analysis, with 
proht and loss statements prepared every month 
on every account. In all of Abe’s 25 years as 


‘Treasurer and Director of the company, A & C 


trator of our pioneer stock-participation plan, Abe 
has watched almost half of our employees become 
agency stockholders. Like the rest of us 
Anderson & Cairns, Abe is persuaded that persua- 
sive advertising must begin with “The Quality 
Image...that sells!’ Abe applies this same respect 
for Quality to the agency's management practices. 
If you have a practical bent to your nature, it’s 
time you met Abe Fisher. Call Jack Cairns for a 
date. The number is MUrray Hill 8-5800° 


As adminis- 


Tiivcsin & Cairns has one of the most respect- 


at 


180 East 59th Street 


ANDERSON & CAIRNS, INC. 


Advertising of Distinction 


New York 22, N.Y. 


\editor will be Maurice R. Hecht,|ing H. B. Duncan, who has re-|years and who is reported to be 
currently editor of Canada Lum-| signed. At the same time, C. J.|the only woman radio and tv sales- 
|berman. L. H. C. Jennings, promo-!| Cowles, formerly assistant man-| man in Chicago, is resigning March 
| tion manager of the company, will| ager of the hospital and biological |1. She plans to assist her husband, 
|handle advertising and sales pro-| sales department, was named man-| Lee R. McCullough, in a new agen- 
‘motion for Decision through the | ager of the department, succeeding|cy venture he plans to launch 
company’s agency, Heggie Adver-| Mr Swanson. | March 1. 
tising Co. | 


Drive Aids Stock Sell-Out as 
| Following a strong radio and tel- 

| evision campaign, WonderBowl, a et | s 
| projected bowling emporium in! y/ me ali 

Anaheim, Cal., has announced com- co 

| plete sell-out of its $600,000 stock 

|subscription offer. The campaign, 


launched in mid-December, was We've got 
based on an “All-Star Bowling “Southern 

Show,” on KTLA from midnight | pe " 
on Saturday to 3:00 a.m. Sunday Smérgasbord, 
each week, and radio spots. The| a balanced 
campaign netted more than 4,300) 

leads. Fallon & Co., Los Angeles, | diet of URBAN 
handled the drive. | and RURAL 


with liberal 
portions of permanent 
MILITARY bases and 


COLLEGES. 
Second helpings? Why sho’nuff 


Miller to Forbes Lithograph 

| Edward W. Miller has joined the 
jsales staff of Forbes Lithograph 
| Mfg. Co., Boston. Mr. Miller found-! 
ed Better Living and had been| 
president and publisher. The mag- 
azine halted publication in May,}| WRT eee eae SiN es 
1956. | 


The Magazine of the Registered Professional Engineer 


American Engineer delivers your message 
to over 43,000 men who control processes, 
methods, equipment and materials 


The American Engineer delivers over 43,000 Professional Regist- 
ered Engineers. These men control the purchase of your products 
and services, These are the men who control your sales. 

Reach your market through the one magazine that delivers over 
| 43,000 Professional Engineers with each issue. 


“Official Publication of the Nationa! Society of Professional 
Engineers. Membersh P requires registretion es a professional 
Engineer 


2029 K STREET, N.W. ° WASHINGTON 6, D. C. 


Get full market and media iniormetion from 


— YORK, N. Y. CHICAGO, ILL. BEVERLY HILLS, CALIF. 
ustin LeStrange Company, Inc. LeStrange Company, inc Houston & Waish 
420 Lexington Avenue 185 North Wabash Avenue llL AN Clenega Siva 


Murray Hill 5-3277 Dearborn 2-0248 Oleander 5-8326 
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QUALITY 
CIRCULATION 


1,048, 262 (Pub. Est., 
73% Newsstand Sales 
No Reduced-rate Subscriptions 


44e4tete 


soit tt athes 


is the Magazine she buys from! 


The teen-age girl is so devoted to SEVENTEEN that she buys it at the newsstand month after 
month. She is so responsive to it that she buys more merchandise from SEVENTEEN than 
from any other magazine.” In fact, every third teen-age girl in the U.S. reads every 

issue of SEVENTEEN, and 65.2% of these readers have actually bought 

from its pages. Sell them in SEVENTEEN — now—because brand 

names sold today become BUY-WORDS for a lifetime! ie 


*Gilbert Youth Research 


Where ABC’s are a plus factor... e 
SEVENTEEN-AT-SCHOOL 2 
Your educational materials go to 19,500 Home TF 


Economics teachers in this unique sister publica- 
tion of SEVENTEEN. It adapts SEVENTEFN’s edi- 
torial content into lesson plan form... carries 
your advertising—via SEVENTEEN — into the class- 
rooms of 75‘7 of the nation’s high school Home 
Economics teachers 


Dec., 1957) 


ICME Y/ 


an® (1 roe YOUNG womene Spee ae 


SBDeESBR RES ERR ERE RARER AER SRE RRL EM Pe PF 


it’s easier to START a habit than to STOP one! 


SEVENTEEN MAGAZINE, 483 Madison Avenue, New York 22+ Plaza 9-sl00 
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FIRST PRIZE! 


Raccoon coat with matching Stutz! 


50 SECOND PRIZES! 


(One for each 10,000 of the Post's 
estimated half-million bonus cir- 
culation.) A sports-car coat without 
matching Stutz! 


: 560 THIRD PRIZES! 


(One for each 10,000 of the Post's 
new circulation rate base of 5,600.- 
000.) A rakish straw boater! 


Si IS 


Arise, advertising Infiuentiais! (We mean you 
if you work in an agency, or in the advertising or 
sales department of any national advertiser! ) 


Turn to the things you can really count on — the 
abacus, Univac, your fingers and toes — and cal- 
culate (guess!) the average weekly bonus that 
The Saturday Evening Post will deliver during 
the first quarter of 1958. How else can you win 
the classic, offbeat prizes catalogued at left — 
and the fame and fortune that go with them? 


Now, some facts about the Post Bonus: Volu- 
ble — yea, raucous! — demand for the Post has 
rocketed circulation past the 5,600,000 mark! 
This will be the new circulation rate base, effective 
in July. Until then, however, we expect to deliver 


AWARD WINNER! Shown above are two of the awards our 
Stutz— Ist Prize in the Post Bonus Circulation Contest — has 
won in national competition. These medallions are on the dash. 


of the Advertising World! Win the most 


The Saturday Evening 


GUESS THE AVERAGE WEEKLY § 80.24 &§ BONUS 


an average weekly bonus of approximately half a 
million copies over the present circulation rate 
base of 5,200,000. 


All set? Guess the average weekly Post Bonus! 
Take our estimate of 500,000 bonus copies. Dust 
off your crystal ball. Sharpen your wits — and 
your pencil. Start figuring. Run your answer 
through the hopper. Up the flagpole. And there 
you are. (Hint: Do remember the figure of ap- 
proximately 500,000 bonus copies. A thoughtless 
guess of sixty copies would be sheer folly.) Also, 
while we’ve got your attention, tell us the one word 
you associate with the Post. Send your entries to 
the address listed at right under RULES OF THE 
contest! Hurry, read them now! 
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sophisticated prizes of this 


or any year! 


RULES OF THE CONTEST 


1. Use the coupon at right. Or a POST 
card (the caps are ours). Guess the aver- 
age weekly Post bonus for the first quar- 
ter of 1958. Then, write down the one 
word you associate with the Post. Include 
your name, your firm name, your address. 
2. Only advertising INFLUENTIALS (de- 
fined heretofore) may enter this contest. 
Send in as many separate entries as you 
wish. 

3. Employees of the Post, its advertising 
agency and their families may enter the 
contest. They may enter, but they won't 
win. 

4. Allentries become the property of the 
Post, its assigns, heirs and such. 


5. In case of a tie, entrants concerned 
will have to finish the sentence “I need a 
Stutz because ... ” in 25 words or less 
(or more). Duplicate prizes? We had a 
terrible time finding even one Stutz! 

6. Entries must be received no later than 
March 31, this year. Mail yours to: post 
BONUS CONTEST, Box 22-E, The R. H. 
Donnelley Corp., Mt. Vernon 10, N. Y. 
7. The winner? The guy or gal who 
guesses closest to the average weekly cir- 
culation bonus for the first quarter of 
1958. The bonus figure will be deter- 
mined by the official Publisher's Interim 
Statement to ABC for the period January 
| to March 31, 1958. 
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> CIRCULATION DURING THE FIRST QUARTER OF 1958 


To: Saturday Evening Post Bonus Contest 


Box 22-E, The R. H. Donnelley Corp. 


Mt. Vernon 10, N. Y. 


Here are my Influential answers to your Post Circulation Bonus Contest. 


Throughout the first quarter of 
1958, | believe the Post will deliver 
an average weekly bonus of 


The one word that springs to my 
mind when I think of The Saturday 


Evening Post is 


Estimated Bonus 


Post Word 


Vame 

Position Coat Size Hat Size____ 
Company 

Street 

City State 
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Emanuel Sacks, 56, 
Head of NBC-TV’s | 
Programming, Dies 


PHILADELPHIA, Feb. 11—Emanuel 
Sacks, 56, vp in charge of National | 
Broadcasting Co.'s television net- 
work programs and talent, died 
Feb. 9 at Albert Einstein Medical 
Center. He had been ill with leu- 
kemia since October. 

A native of Philadelphia, Mr. 
Sacks was named the city’s Man of 
the Year in 1953. He started work 
with Radio Station WCAU here, 
and then spent seven years with the 
Music Corp. of America in New 
York. From 1940 to 1950 he was 
with Columbia Records, a Colum- 
bia Broadcasting System subsidi- 
ary. In 1950 Mr. Sacks joined RCA- 
Victor; he was elected an NBC 
} vp in 1952 
About four years ago, Mr. Sacks 
was closely involved in negotia- 
tions which resulted in the switch 
of the RCA-Victor account from J. 
Walter Thompson Co. to Grey Ad- 
vertising Agency. A few, months 
} later he was also one of the execu- 

tives responsible for the final deci- 
sion in moving the NBC account 
/ from Thompson to Grey. 


e 


Aaa st dn eae LE ; 


® During his career with Music | 
Corp. of America, Mr. Sacks be- 


Lm came one of the most widely 
"S known and best-liked figures in 
G the entertainment business. Of 


himself, he once said, “I am strict- | 
) ly a no-talent guy,” but whenever 
) he changed companies, an impres- 
) sive block of high-priced talent 
moved with him. 
Among those who owed at least 
part of their early success to his 
) interest are Dinah Shore, Frank 
Sinatra, Harry James, Benny | 
Goodman, Tony Bennett, Xavier | 
Cugat, Doris Day and scores of oth- 
} er stars. ' 
In December, 1956, he became 
vp in charge of television programs 
at NBC. A bachelor, he spent near- | 
| ly every weekend here with his 
80-year-old mother. 


| CHARLES K. BLANDIN 
) GRAND Rapips, MINN., Feb. 11— 
Charles K. Blandin, 85, president 
and owner of the Blandin Paper 
Co. and a former publisher of the 
St. Paul Dispatch and Pioneer 
Press, died at his home here Feb. 
9 after a long illness. 
Mr. Blandin, who became pub- 
lisher of the newspapers in 1915, 
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YOU GET ALL THIS: 


© Letterhead One Color on 25% Rag Bond 
© Salutation Fully Personalized 

© Letter With Typewriter impression 

© Signature in Bive ink 

© Letter Folded and inserted 

© You Get Printed Envelope 
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|sold the newspapers in 1927 for a|/1933 he joined the Collins Radio (AFL-CIO). He started his career} 


|print mills he operated to book 


Co., Union City, N.J. (which WaS|er Co.: 


a director of the Nuclear Corp. of EDWARD W. GORDON 


founded the Wireless Specialties'home here after a long illness.!and the National Editorial Assn. 


Telephone fRaokia 6 2451 


aS 


Advertising Age, February 17, 1958 


negotiated purchase of the paper|Co. of Boston, manufacturer of ra-|Earlier in his career Mr. Gordon | $tqtions ‘Pitch’ 
mill here in 1916 to supply the/dio equipment. Later he was as-|was a vp of the International Print- 
dailies with newsprint. When he|sociated with Dr. De Forest, and in|ing Pressmen & Assistants Union 


Against Pay TV, 
‘McDonald Charges 


reported $5,000,000, he retained the |Co., Cedar Rapids, Ia., as general/ as a pressman on the Boston Amer- 
paper company that bears his|sales manager. He retired as exec|ican. From 1902-05 he was presi- 
name. During the 1930s Mr. Blan-| vp of the company in 1955. dent of the Boston Web Pressmen’s Cuicaco, Feb. 11—“‘The Federal 
din converted some of the news- Union No. 3. In 1918 he joined|Communications Commission 

WILLIAM H. WELLS O. J. Maigne Co., maker of print- | should immediately investigate and 
New York, Feb. 


paper mills; since then the compa- 11—William | ing press rollers, as a salesman, and proceed against the radio and tele- 


ny has supplied many leading! Henson Wells, 71, a former adver- |i 1932 became New York manag-| vision stations which, at the urg- 
magazines with paper. | tising manager of Brooklyn Edison | of New England Newspaper | ing and pressure of their networks 

Co., died Feb. 6 at his home in|Supply, a post he held for more | and trade association, are using 
WILLIAM J. BARKLEY than 20 years. He was widely their licensed facilities in a high 


\Kew Gz s ’.. after < 3 
New York, Feb. 11—William PY oto geal Se pone known in the New York graphic pressure pitchman’s campaign to 
Barkley, 69, a pioneer in the radio)... spent with "Beookiva Edison. arts field. jinduce the public to write con- 
industry and a former general sales | Later he became eastern sales man- | | gressmen and senators urging them 
manager of the De Forest Radio| ager of the Eureka Vacuum Clean- | ANNA L. STOLLE 'to legislate the stillbirth of sub- 
age in 1938 he joined Johns- BELLEVILLE, ILL., Feb. 11—Miss| scription television,” E. F. McDon- 
founded by Dr. Lee De Forest, in-| yanville Corp. When he retired in| Anna L. Stolle, 61, general manag-|ald Jr., president of Zenith Radio 
ventor of the radio tube), died of a} 1951, he was branch manager of its er of the Belleville Advocate, died |Corp., stated yesterday. 
heart attack Feb. 9 at his home| home products division. |here Feb. 3, following a long ill-| 
in East Orange. At his death he was | | ness. 8 Said Mr. McDonald: “Some sta- 
Miss Stolle, who joined the Ad-|tions are using commercial pitch- 
New York, Feb. 11—Edward W. | vocate in 1913, was also secretary-|men to spread the completely false 
|Gordon, 83, former New York man-|treasurer of the Belleville Advo-|rumor that unless Congress acts to 
After a period with United Fruit jager of the New England Newspa-|cate Printing Co. She was a mem- prevent the subscription television 
Co. in Boston as a young man, he|per Supply Co., died Feb. 10 at his | ber of the Inland Daily Press Assn. | tests authorized by the FCC, the 


public will have to pay for the 


America and of Tele-Broadcasters 
Inc. 
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Spot radio 
with the 


petry radio man! 


Seconds don’t mean a thing on Radio unless your prospects are 
attentively, respectfully listening, and the spot is priced right. 


That’s where the Petry Radio Man can help you. He knows 
who’s listening to what, and when ... and how much it’ll cost to 
reach them in America’s important markets. He’ll make sure 


you know what you’ve got when you buy spot 


radio division 


EDWARD PETRY« CO. inc. 


the original station representative 


New York ® Chicago © Atlanta © Boston «= Detroit « Los Angeles 


«<i lll atlas tus: 


® San Francisco « St. Louis 
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programs they now receive tree." | Viewers—Including Some in Bartlesville— 


He said the campaign being con- 


ducted by these licensees is a gross | Oppose Pay TV in Postcard Poll by KOTV 


violation of their duty under the 
Communications Act to make com-| TuLsa, Feb. 11—The public sen-|the 42,000,000 families owning one 
plete, fair and objective presenta-|timent in this area is overwhelm-|or more television sets. You have 
tions of controversial public issues. | ingly against pay television—if alinvested more than $16 billion in 
|posteard poll conducted by KOTV|these sets, with the understanding 
s “Some of their commercial copy |is indicative. of receiving all television enter- 
on the subject of subscription tele- The viewers cast their votes after |tainment free. 
vision has been so flagrantly mis-|hearing a talk against pay tv by| 
leading, that if it were used by any | James C. Richdale, vp and general|® “Certain interests now propose 
product advertiser, he would be |manager of the station. The other |to charge you for television pro- 
immediately stopped by the Feder-|side of the issue was not pre- gramming by means of various de- 
al Trade Commission,” he said. | sented. vices which would require you to 
The Zenith chief executive urged} Said Mr. Richdale: “I hope that|pay money in your own home to 
that the commission and the De-|you thoroughly enjoyed tonight’s|see their programs. It is conceiv- 
partment of Justice act immediate- ‘Award Theater’ presentation. To-| able that even if a small percent- 
ly to prevent such “unfair methods night marks the beginning of a\age of you paid for your favorite 
of competition and conspiracies to! series of fine motion pictures to be| programs, the pay television in- 
restrain trade and to establish mo-| programmed for your free televi-|terests could outbid free television 


nopoly. | sion enjoyment and it is this word for the best programs and talent. 
| 


to add that we are not motivated 
by selfish reasons, since our ex- 
perience and facilities would en- 
able us to adapt very quickly to 
a system of pay television if that 
is what the public wants. 

“The point is simply this—you 
aS a viewer would most assuredly 
stand to lose if you were forced 
'to bear the freight or pay for the 


; 


fine television entertainment which | 


now comes into your living rooms 
through the courtesy of the adver- 
tisers. Whether you are for or 
against pay television, it is urgent 
that you make your feelings known 
to your elected representatives in 
Washington immediately. 


. “Simply mark on a postcard, ‘I 
jam for or against pay television.’ 
{Send it to KOTV, Channel 6, Tul- 
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Bartlesville, Okla., where closed 
circuit toll tv currently is being 
tested. 


CABLE TV CIRCUITS 
ASKED FOR CHINATOWN 
San Francisco, Feb. 11—This 
city’s world-famed Chinatown, 
once torn by tong wars, may soon 
become a battleground for a more 
modern type of “warfare’’—a bat- 
tle between pay tv and free tv. 
An organization of youthful 
Chinese-Americans has disclosed 
ambitious plans to wire Chinatown 


|and parts of Russian and Nob Hills 


for a closed circuit tv channel to 


learry Chinese language programs. 


Over the same cable would run 
an antenna service for San Fran- 
cisco’s regular television stations, 
which now suffer from poor recep- 


“Stations which yield to network | ‘free’ which brings me to a subject} “For example, you, instead of | sa. We will tabulate the results| tion in parts of the area. 


and trade association pressures to|I would like to discuss with you|the advertisers, might pay for such 
carry on these activities may un- | this evening | programs as ‘Gunsmoke,’ ‘20th 
wittingly be joining in a conspir-| “At this very moment, in Wash-;|Century’ and ‘Playhouse 90’ to 


jand send them to your represent- 
}atives in Washington.” 
At the last count 2,900 post cards 


Harding Chin, 36-year-old elec- 
| tronics technician who operates a 
|Chinatown tv repair shop, heads 


acy to kill off a potential new com-|ington, Congress is holding hear-' name but a few. KOTV believes|had been received; all were votes|the five-man organization. 
petitor, in violation of the federal | ings on the issue of pay television |that all television programs should 
antitrust laws.” = 


|vs. free television. You are one of |be free to its viewers. We hasten 


against pay tv. The station pointed 
out that 200 of these came from 


f 


> 


“As soon as the Pacific Tele- 
phone and Telegraph Co. makes 
known its position on pay tv,” Mr. 
Chin explained, “we will seek lega’ 
permission from the San Francisco 
board of supervisors to run our 
cable on PT&T lines. We figure 
| there are about 10,000 families that 
might purchase the service.” 


PAY TV HITS SNAG 
IN SAN FRANCISCO 

SAN FRANCISCO, Feb. 11—Pay tv 
|here has been left indefinitely 
suspended by action of the finance 
committee of the board of super- 
visors. 

The committee informed both 
Skiatron and International Tele- 
meter Corp., the two principal pay 
tv franchise applicants, that it 
plans to do nothing about the ap- 
plications for the moment. 

The committee indicated it did 
not have “adequate information 
on which to make a decision and 
recommendation to the full board” 
in spite of a number of public 
hearings 

The Pacific Telephone and Tel- 
egraph Co., for example, has not 
yet stated whether it would let 
either applicant use its poles, ca- 
bles or conduits 

In an official opinion last July, 
Dion Holm, city attorney, ruled 
that since the pay tv systems 
planned by the two companies in- 
volved the use of poles, cables and 
conduits in city streets, the appli- 
cants must have franchises. = 


BOOST 
SALES 


Give Your Prospects This 


New" HANDI-KUTTER” 


A Rozor-Blade Knife 
Click! 


Safe for Pocket or Purse! 


Wonderful—. opening cartons 
and oll kinds of trimming or clipping 
jobs around the office, shop, or home 

Low Priced! FREE SAMPLE 

ond quantity price list upon request 
KENWORTH MANUFACTURING CO. 


| 12315 W Lishon Ave © Milwaukee 10, Wir 


ae ee ORs: ee 9 > 1 See Reig NS are Pa x 0 6 Se a oes Re Ns fe te ee (ee a ae eee ae: tae ee ie ar ke ae won eee aS Cae a ae Leer ee Pee rea ee cee iy es. 9 
f= 2 ee » SS, ge SS aa, oe ae ea Set ee age oe ae <a = Pet ae fi eatemaieleese = ee eh A oe ce ce es s Pe Pe persee P a a a 
3 be Hw i ee ‘ sg ia aie Era ; = F iar 2s = eet 
a a <a saa a. 5 oe ae pa re a ie ae =. oo : Pore s . we ce ee aa Bee ete a an rv + slid 
2 cae ee ere ae Re es a ee ee ee = oe a es CS Ee ey aA WE Se MRS i ee ere a en ee eer 
¥ « ~~ ss fm 
an 
7 ee | ba 
ae 
ae 
ee 
pul 
= 
ee 
7 dee 
| as 
Wee 
ee 
: ee oe 
ee 
) : . 
et 
’ io 
\ : 
- aes 
J ‘ e es 
pe 
ee 
, a 
a 
¥ re 
7 odie eicenensssinsinensahtininscmsihseniiesianaimnneneeesisisncen en * 
\s i e a ¥e 
* + v3 
. sa ade gy a macapes eo ; i 
4 ule pas # 4 ee ’ ‘ 
er er ae Sag ial en <a ci s 
ie aia z eta ss Ses pee Map or ees eS aun 
aa ee | ae ae ee ee La ae eo Aa ee eae i 
ee... a Belincti | a ORS _ ee 
P25 eae a aa ee i 
Pies. RR ag ee Tl ee na AS) Mie 8 pees esc, >= al wea es 
os Sh eer ye aes me oe ee ae ee eee ah ee aes 
4 as “ a ee Hie Lge esis Se He: Eee eee eee a | See enh eee oot ; 
: ae at cata eto : ae © oe a Ray ee eee ene sane 
ee. ee RS Deo bp Nec WS Pale ae Ses 
ee ee walks 
< rc! a ae ee Be 
Pirie OS See (See ee eae ee ee es Prue i ae 
_— ie foo ee Pt ae : —— Meg 
iy, ene ee eee ery I ee Mies, io: a ; a 2 
a oe an nr enine” 3 12 ld ee ae Gees. aa ara {ee 
Reta ee marten ee, fa eo ee nis 
Cis: en ee. || 2 Bee, 
itis esl ae a deep 2! Se = a ae 
— Pie 
' ‘ - ey 
. Be atc 
$ co ee. 
° . ‘ : me. ae r ez t 
rr, i. aa a 
; ‘ ej . oe  &- j + 
oe os . 3 be 
Bees oe ee 3 Pi peeks 
Ce ee fe ne oe  Piliges 
eS =a 4 ‘ bee 
é ee Ra ae 
ae , Ak Ct? a ae 
oe - . 2s . Eee. 
amt ey ' es - » a < a - - in 
ns) % Pe 
* : } ; " pal ; | 
q be & 
— 8 _ ond bee? ' 
a ee - a ,e? e 
’ ™ : a <9 ne fe me Bt e j ; , ed aa 
— foe Boia & 
’ ; St ae oe Ri! 2 . Ta ee | 
<i ‘irerole Pe my a : ii ue 
‘ : - fier. Ps Re q bilo. i] Pte 
a rhs * ‘de aes 7 J sit ae 
» a i Pigs - 2 | be 
ae oo ie s of : a a i 
43 SO ae es] . ” Bi ie 
«ety, § aaa ae, 2 i ‘Bs 7 . | Pa 
' a ne 2S) an = ; ; a 
‘ i a a eer ge Pei suey a : ; i & 
2 Fe eee ee Tae Bere ? + Z é ’ } ' ’ a oer 
a ache “ Z as 2 | = vod ; ‘ ; - s 
mi Pls Ll eine fe" oa <a " be 
a ee eevee on te , 2 
~ eee 3 eed . a : . i, 
: Veo i ee eee cer a aa ! bos 
a Reese i a = ae 2 crane { ‘ tt} & ie 
Yeon ues ae i ae a Pin | esis 
ee So lc - © 
ee : ne Pe. oe : 
- er i s se 3 ee ae ~ of | i} < 3 aes. 
aw Sir : : ae ages - eee ; if A 1 if 
aa a ty a eee en Gl —_ 4 . bate 
"ap a i . ee rags i. se . = — i \ ‘\ mee 
ce a 4 9 > - a 
oe : ‘ wv 
* ti : ee i = ites — 
% - si 
- 
- ~ 24 a e — 
me < — >a ¥ | i 
o ie ‘ ? ‘ t . 
. few eel eal * a . rs 
“a - if ; : 
' es . ‘ae : - ‘ ; —— a, 
- we - s . g a? ke : ae 
sas a) Ce ee, a 
. tec ae Po 
S| hm : i ae | ta 
£ : . Fe ee AP “ * rs il = ie | } 
gis ney " > is . , &: — - sg 
: “wets a te? CO ee ew a i oe —y, 
he ig! ha aunein s ene se a ' | ° 
¥ h Ye hii aati "4 Mo fs: Click! 1A = 
- tee es eae 
“ i ‘ “ Fy ae —Saen ene ae 
vr Se Te > of 82 = eee +p Oe as f | eee 
“ " + pf —— iste os L. * ane : Ms 
oe Fes 3 a — Wee a ; .. ee pee 
" aie “ae 
ae SE mia f Sait re ss 
a alge = Sas q 
ed Pr ae zie : ae i 
‘ a . : ee a . : 
mai i ie sew — a ; 
a + er, : . a e Reso aid a nee - t 
"F ; . > ee 
F. e's SAE RUA ATR ARE ZE ee 
re . t : 
' : 
‘ < 
: : . ‘ : Ftc é ; co aque a ao = = i Mig le aR 15 ts DANE Ur ane 
gic om oe ee Ot 4 ae aa ? ep gel = ‘ 
ee hf piel Nadine. ata, = x nk og Siam ay ae > OF ea = leg. ‘ Dane Se ashen ts Fy i et a ee ee Le = oe f Nye oy pe 


LOS, 


ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 


Rrylon Accelerates Campaign 
Krylon Inc., Norristown, Pa., 


|plans an accelerated spring cam- 


paign to tie in with its tenth an- 
niversary as “the world’s largest 
manufacturer of aerosol spray 
enamels.” Newspaper ads in 20 
markets, Life, radio, tv and trade 
publications will be used. 


, 


You See What's Happening At A Glance! 


GRAPHIC SYSTEMS, 55 West 42 St., New York 36 


%& BOARDMASTER Visual Control 
Saves You Time, Money. 

% Gives Graphic Picture of Your 
Operations. Stops mixups. 

% Simple to Operate. Write on 
Cards, Snaps in Grooves. 

% Ideal for Sales, Production, 
Inventory, Scheduling, Etc. 

% Made of Metal. Compact and 
attractive. Over 250,000 in Use. 


Full price 449° with cards 


24-page Illustrated 
FREE BOOKLET No. V-400 
Without Obligation 


Write or Call Wisconsin 71-8444 


AAAN Adds Agencies 
in France, Belgium, 


Austria, Switzerland 


Cuicaco, Feb. 11—Alex T. Franz, 
international chairman of Affiliat- 
ed Advertising Agencies Network, 
has returned from Europe with a 
report that four continental agen- 
cies are set to join the network. 

These will be the first European 
agencies to come into the network, 
which has affiliates in Colombia, 
Hawaii, Philippines, Australia, Ja- 
pan and Canada, as well as 41 
agencies in the U.S. 

European agency heads who have 
been invited to join are: Johann G. 
Gratzer of Gesellschaft fuer Wirt- 
schaftswerbung Ges. M.B.H., Vien- 
na; Paul O. Althaus of the Paul O. 
Althaus agency, Zurich; Leon Van 
de Merghel of Planning Publicitiar 
VDM, Brussels; and Henri Henault 
of Synergie, Paris. 


@ Mr. Franz, of Alex T. Franz Inc., 
Chicago, visited two agencies each 
in Brussels, Zurich and London, 


three in Paris and one in Vienna. 
“We haven't se- 
lected an agency 
in London yet be- 
cause there are 
many good agen- 
cies there,” he 
said, “and we 
want to make 
sure we get the 
right one.” 


s Economic de- 
velopments in 
Europe have 
alerted the 
AAAN to the importance of Euro- 
pean affiliates. 

“The proposed European Free 
Trade Area will open up a market 
of 250,000,000 people with no trade 
barriers except language,” Mr. 
Franz explained. “With the advent 
of this common market, each of our 
U.S. agencies with clients who can 
market overseas will have branch 
offices in these countries.” 

The European Free Trade Area 
is a proposed extension of the Eu- 
ropean Common Market, a no- 


Alex Franz 


tariff economic agreement among 


Paul Masson said: Kentucky is a great 


place for breeding horses 


A broadminded man, and generous. “I always 
remind myself that not everyone is able to 
distill a liquor as smooth and light as my 
brandy. I’m sure their fellows are doing the 
best they can with the tools they've got. I'd 
invite the whole kit-and-kaboodle out for a 


PAUL MASSON VINEYARDS, SARATOGA, CALIFORNIA 


Srp Reet SEES 


barbecue and brandy tasting except I’d look 
like a do-gooder, I suppose.” 


Paul Masson was the last of the bon vivants 
until you came along. How are you coming 
along, by the way? Enjoying your Paul 
Masson Brandy? That’s the ticket. 
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Italy, France, Belgium, Holland, 
Luxemburg and West Germany. 
The Free Trade group would 
add England, Austria, Sweden, 
Switzerland, Norway, Den- 
mark, Ireland, Turkey, Spain, 
Iceland, Finland and Portugal— 
almost all the non-communist 
countries. 

This proposal, plus the up- 
coming Brussels World’s Fair, 
has marketing and merchandis- 
ing men in Europe excited, Mr. 
Franz said. “The economy there 
is vitalized beyond a degree 
most people here suspect. In the 
next 10 years the activity of 
American companies in Euro- 
pean markets will be expanded 
a hundred-fold.” 


s Mr. Franz said he found Eu- 
ropean admen avid students of 


their American counterparts. 
“They pattern much of their 
work after American  tech- 


niques,” he said, “and keep up 
with events through their as- 
sociations in agency groups, 
such as the American Assn. of 
Advertising Agencies. And in 
every agency I visited I saw 
copies of ADVERTISING AGE.” 

The one aspect of the US. 
agency business which they do 
not envy or emulate is the 
sometimes unstable agency-cli- 
ent relationship. This is not the 
case in Europe, he reported. 

“In France,” he said, “agen- 
cies don’t solicit a company 
which already has an agency. 
And they have an agreement 
whereby if a client changes 
agencies, the old agency contin- 
ues to collect the client’s money 
joe one year. Sometimes a cli- 
ent will pay the old agency a 
year’s fees when it changes. 
Naturally, this makes for a 
| great amount of stability.” 


'@ This does not present the 
problem in getting new business 
|that it might seem, Mr. Franz 
|explained, since many compa- 
nies large and small do not now 
retain agencies. 

The AAAN, seeing the impli- 
‘cations of the future of world 
|trade, will seek more European 
|affiliates, Mr. Franz said. 

“I hope to go back and visit 
/more agencies before our annual 
‘convention in Baltimore in Au- 
gust,” he said. “Italy and West 
|Germany are among the coun- 
bones we will consider.” + 
American Tobacco Sets 
| $200,000 Hit Parade Push 
| American Tobacco Co., New 
York, will launch a $200,000 
mystery tune contest for its Hit 
Parade filter cigarets Feb. 22. 
First prizes are 32 new 1958 
Chevrolet convertibles; second 
prizes are 32 $1,000 charge ac- 
counts, and there will be 1,280 
prizes, including portable tv 
sets, hi-fi sets and radios. A 
mystery tune will be played 
each week on the _ sponsor’s 
“Your Hit Parade” (NBC-TV). 

Advertising which will run 
through June 13 includes 600 
spot radio announcements per 
week in 25 markets; weekly ads 
in 30 newspapers in six cities; 
weekly ads in three Sunday 
supplements—First Three Mar- 
kets Group, The American 
Weekly and This Week Maga- 
zine—plus 14 magazines. Bat- 
ten, Barton, Durstine & Osborn 
is the agency. 


Fannie May Names Kastor 
Fannie May Candy Co. has 
appointed H. W. Kastor & Sons 
Advertising Co., Chicago, as its 
agency. Fannie May moved to 
McCann-Erickson last Novem- 
ber when its former agency, C. 
Wendel Muench & Co., merged 
with Henri, Hurst & McDonald. 
Weldon Yocum, formerly with 
Muench, will be account execu- 
tive for the candy maker at 
Kastor. Newspapers, radio and 
television will be used, the 


agency said. 
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COLOR TALKS... and Hammermill Bond 


gives you 13 eloquent colors 


AY way you use them, Hammermil] 
Bond colors are worth a thou- 
sand words. In office Signal Systems, 
Hammermill Bond colors get action. 
In letterheads, Hammermill Bond 
colors help attract attention. As a 
background for type and ink, Ham- 
mermill Bond colors increase the 
effectiveness of selling copy. 

And now Hammermill Bond comes 
in 13 sparkling colors (and white ) 
including a new shade of pink anda 
brand new color, green tint. You 
don't have to worry about getting 
a color match for previous orders, 


either. Hammermill colors are made 
to match, run after run. 

Hammermil! Bond now contains 
Neutracel ®—the exclusive pulp that 
unlocks the secrets of hardwood to 
give an outstandingly level, more 
uniform surface for better printing, 
typing and writing. Hammermill 
Bond is cleaner, more opaque, has 
more bulk for that impressive feel. 

When you want to attract atten- 
tion, tell a story, get action — get 
Hammermill Bond 
Hammermill Paper Company, Erie, 
Pennsylvania. 
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with Neutracel’s finer hardwood fibers 
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Camel’s hair 


With Hammermill Offset 
you can print the difference 


@ Clothes make the man. And clothes reproduced on Hammermill Offset 
help make the man buy. 

Hammermill Offset reveals fine distinctions in texture and color —shows 
the subtleties that make printed illustrations look like the real thing. Choose 
from 3 machine finishes —Wove, Vellum, Super-Smooth —and 5 embossed 
finishes —Linen, Laurel, Pearl, Handmade, Homespun. All finishes are 
available in new, brighter blue-white, with a smoother, more level printing 


surface—obtained from Hammermill’s exclusive hardwood Neutracel™ pulp. 


Lithographed on Hammermill Offset, Substance 70, Wove finish 
Manufactured by 
HAMMERMILL PAPER COMPANY + ERIE, PENNSYLVANIA 
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Rubbermaid deluxe plate & bow! scraper and 
Rubbermaid deluxe bottle & jar scraper 


BOTH FREE . . . with purchase of either 
RUBBERMAID DRAINER TRAY’ 


Peiiad ie 


ax Brace sare 


° Ge! Ce w 
CUROQNED 


“NO 1170 GRAINER TRAY 249 
Gino 19% » L8G rd © BEEP COUNTERS O87 46D SEW LOOR In 
ou +“ po £0 MUCH LONGER 
Pterecen hee «PROTECT GLASSES. DISHES COUNTER 
* oon arrta Too 
“0 017) Gente Teer 3.29 © GRteN VTENE.S THaw OF DRA 
16 20% anes tor FROZEN FOODS om Teed EAL 
Vandee (oomters wORH amt 
ecrapers FREE AT THE HOUSEWARES COUNTER OF 
Bor Weays © ree atte beeen YOUP fAVOR'TE HARDWANE STORE 
OePamruat 


NT STORE OF WARETY STORE 


. _ 10 wae baht nina 
. 
S warernne ine wenn fie 


BOTH FREEI—Rubbermaid Inc. will 
support its first giveaway type pro- 
motion with this half-page color 
unit in This Week Magazine and 
local supplements on March 16. A 
kit is available to dealers, Ketch- 
um, MacLeod & Grove, Pittsburgh, 
is the agency. 


Canada Radio Had 
$7,234,000 Net in ‘56; 
TV $321,000 in Red 


OTtTawa, Feb. 11—Canada’s ra- 
dio and television broadcasting in- 
dustry had a net income of $6,913,- 
000 in 1956, according to the first 
report on the industry released by 
the Bureau of Statistics. 

Net income from radio was $7,- 
234,000 while there was a deficit 
on tv operations of $321,000. The 
figures include both privately- 
owned and CBC stations. 

Broadcast revenue from radio 
operations grossed $40,740,000, 
comprising $21,301,000 from local 
advertising, $16,150,000 from na- 
tional advertising, $2,105,000 from 
network and other advertising, and 
$1,105,000 from other broadcast 
operations. 


s Other operating revenue, in- 
cluding recording service, rental 
facilities, equipment sales, totaled 
$583,000. Total operating revenue 
amounted to $41,323,000. 

Grants and other income totaled 
$12,868,000, and total gross income 
was $54,191,000. Total expenses 
were $46,956,000. 

Revenue from television opera- 
tions totaled $31,210,000, compris- 
ing $16,642,000 from network ad- 
vertising, $9,659,000 from national 
advertising, $4,535,000 from local 
advertising, and $374,000 from oth- 
er broadcast operations. Total op- 
erating revenues were $31,584,000. | 

Grants and other income totaled 
$24,862,000, and total gross income 
was $56,446,000. Expenses totaled 
$56,767,000. + 


DMAA Publishes ‘100 Ideas’ 

A 200-plus page, 6 x 4” booklet 
“Direct Mail File of 100 Ideas,” has 
been issued by the Direct Mail 
Advertising Assn., 3 E. 57th St., 
New York. The file contains ideas 
for booklets, brochures, folders, en- 
velopes, postcards, cut-outs, letter- 
heads, reply cards and combina-| 
tions of these. “100 Ideas” is 


available to non-members for $5.) 
Additional copies to DMAA mem-| 


bers are $2.50. 


Earnings of 


Advertisers 


1957 Fiscal Year 


“Preliminary. *Both years include Marathon Corp. and Dixie Cup Co., 


Sales Earnings Earnings per share 
Company 1957 1956 1957 1956 1957 1956 
American Bakeries Co. $ 150,370,756 $144,413,649 §$ 5,832,104 §$ 5,876,590 $ 3.49 $3.52 
American Can Co.*” 1,006,304,940 978,835,858 45,369,139 47,905,191 2.72 2.92 
| American-Marietta Co. 234,038,408 202,310,815 17,182,701 16,204,547 >. Ga | 
Brillo Mfg. Co. .... 6,613,274 5,959,896 858,462 756.680 5.95 5.25 
Dayton Rubber Co.” . 83,613,850 75,813,409 1,613,634 2,593,003 159 2.99 
Foote Bros. Gear & 

Machine Corp. .... 19,107,092 20,991,725 1,083,440 1,178,085 252 2.84 
Inland Steel Co. .... 763,950,380 727,151,687 58,876,875 52,998.726 10.34 9.43 
Kaiser Steel Corp. ... 208,308,000 201,490,000 21,439,000 23,572,000 5.91 6.57 
Kelling Nut Co.¢ .... 12,838,000 11,355,000 248,000 91,000 1.14 38 
Maytag Co." ....... 98,613,000 113,015,000 6,633,000 8,458,043 3.78 4.90 
New York Central .. 741,571,672" 780,434,916° 8,423,078 39,104,259 130 66.02 
Westinghouse Electric Corp. 2,009,043 1,525,375! 72,652,000 3,492,000! 4.18 10! 


both acquired during 1957. 


©Excludes Dayton’s 1/7 ownerchip of Copolymer Rubber & Chemical Corp. and the first half of 1957 of 
Cadillac Plastics & Chemical Co. bought in the third quarter of 1957. “Year ending Sept. 30, 1957. 


“Gross operating revenue. ‘Reflects major strike. 


Robinson Affiliate Formed 

A new Indianapolis agency, Rob- 
inson, Carlson & Stassen, has been 
formed as an affiliate of Robinson 
Advertising Agency, Muncie, Ind. 
Principals of the new agency are 
W. R. Robinson, owner-founder of 
the Muncie agency; Herb Carlson, 


‘formerly associated with Apple- 
gate Advertising Agency, Muncie, 
and earlier a vp of Henri, Hurst 
& McDonald and Leo Burnett Co. 
in Chicago; and Robert L. Stassen, 
who joined the Robinson agency 
in 1951. Mr. Carlson will 
manager of the new agency. 


be the | 


‘Richman Boosts Mitchel 


67 


advertising art and photography 

Myron J. Mitchel, formerly a/| organization, has been named head 
client-contact man in the Philadel-|of the company’s office in Wil- 
phia office of Mel Richman Inc.,| mington, Del. 


Learn Direct Selling Secrets that Create 
Ten Billion Yearly Volume—Get This Free Book! 


Manufacturers, sales and ad agency executives: brief 
yourself on modern Direct Selling through authoritative 
manual, “The Quickest Way to National Sales.’ It's free 
to you on request. Be familiar with facts behind market- 
ing thod responsible for ten billion annuval volume 
from homes, stores, offices, factories. Know how Direct 
Selling cuts around other heavily-clogged distribution 
channels, how it builds fast low-cost volume for hun- 
dreds of products at virtually all price levels. Discover 
how you can market-test new products quickly on small 
budget with virtually no risk, or add big new non- 
conflicting volume to present over-counter sales. A 
fascinating factual introduction to a wide-open new- 
profit channel, at no extra cost or obligation if you 
simply clip this ad te your business letterhead and mail 
to SPECIALTY SALESMAN, Suite 812-2, 307 N. Michigan 
Ave., Chicago 1, lilinois. 


OIRECct SELLING 


PARENTS’ MAGAZINE OFFERS 
VALUABLE PRIZES 


FOR A 


T 


cial advertising values 


Here is the information you need to write the slogan. 


PARENTS’ MAGAZINE is unique among media...is devoted exclu- 
sively to the special needs and interests of families with children... 
gives authoritative, practical help with the most important elements of 


~ We're looking for a SLOGAN of 
~ approximatel jis words! 


> 


of PARENTS’ MAGAZINE. 


mothers’ lives, their children and their homes. 


PARENTS’ unmatched allegiance to families with children results in 
a degree of “Reader Heat'’—belief and trust by young mothers and 
fathers—unparalleled by any other magazine audience. The combina- 
tion of reader-trust in the magazine's editorial integrity...in its practi- 
cal helpfulness...and in its Commendation Seal...are among its price- 


less values to advertisers. 


100% of PARENTS’ 


lation is in families with growing children, 
biggest buyers of virtually every product and 
service. As their children come along, young 
mothers and fathers subscribe to PARENTS’. 
And they read it in the biggest-buying period 
of their lives, when their families and homes 
are expanding. By the time their children are 
grown and they no longer need PARENTS’ 
MAGAZINE, their major spending has been 


done! 


If YOU can put the meaning and feeling of these facts into a slogan 
of approximately 15 words, perhaps you will win the $1000 Ist 


MAGAZINE’s circu- 


RUE, we've been publishing for 31 years and have written many a 
slogan ourselves. But we just don’t feel we’ve written the right one 
yet! So we're calling on YOU to help us find a statement of about 15 
words that will enable us quickly to give an understanding of the spe- 


prize, or one of the other wonderful prizes shown here! 


Vz 


=— 
i/ 3rd Prize 
Fine 35mm 


CONTEST RULES: Contest open to everyone in advertising, publishing and related 
fields, except for employees of Parents’ Institute, Inc., and their families. All 
entries become the property of Parents’ Magazine. Decision of the judges will 
be final. Contest judges are: George J. Hecht, President and Publisher; Allison 
R. Leininger Executive Vice President; George Hadlock, Advertising Manager; 
Mrs. Mary Buchanan, Editor; Monroe £. Michels, Promotion Manager. Entries 
must be received not later than April 1st, 1958. Winners will be announced on 
May Ist, 1958. Mail your entry to: Slogan Contest Judges, Parents’ Magazine, 
52 Vanderbilt Avenue, New York 17. 
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Consumers Should Spend; Saving Now 


the entire list. As for the single or 


Jewell said: “He must excel strong- 


Promotes Slump, Hitchings Asserts | ly in his product and advertising to 


(Continued from Page 3) 


top billing in our corporate think- 
ing—should be spread throughout 
a company, like a program for fire | tomation from its current $2 billion | turer to “assume most of the re-| 
or | level to a $5 billion business, (4) | 
retail 
Looking ahead to 1965, Mr. Jew- | field, and (5) a continuing trend 


prevention, 
safety.” 


security 


control 


more concentration in the 


PHIL-URBIA 
PHIL-URBIA 
PHIL-URBIA 


Jv ° 


The BEST of the 


31) €. 


Lencaster Ave., Ardmore, Pa. 


manufacturers. 


different types of hair. 


ell foresaw (1) a $560 billion gross 
national product, (2) a 190,000,000 
population, (3) an increase in au- 


\toward full-line merchandising by 


“It’s hard to name a major man- 
ufacturer who isn’t trying to appeal | favor their own brands, and man- 
jto all basic income groups and|yfacturers will 
tastes through a full range of pro- 
ducts,” he noted. As examples, he 
cited the introduction of small for- 
eign cars by three major auto pro- 
ducers and the marketing of differ- 
ent types of home permanents for|tended the conference heard a 


outsell the competing item of a full 
a 
With a declining number of re- 


business, it is up to the manufac- 
|sponsibility for creative selling 
through his mass advertising and 


promotion,” Mr. Jewell said. 


power struggle here, as Mr. Jewell 
sees it. Big retailers will want to 


have to mount 
“strong national advertising” for 
the brands “to balance the retail- 
er’s influence,” he said. 


|® The 500 marketing men who at- 


|strong plea for “consumer bene- 
fits” advertising from Eugene A. 


marketer of 
Kleenex and Delsey paper pro- 


tailers doing alarger volume of| 


There are some elements of a! 


porate advertising program to sell| ducts, Kotex and Fems. 
Mr. Olson said Kimberly-Clark | 
limited-line manufacturer, Mr.| believes the most profitable ads are 


| those that are “completely product- 
user oriented”—speaking “in spe- 
cific terms of the specific benefits” 
a consumer can expect from using 
the product. 

“Our researchers tell us that peo- 
|ple are hungry for product knowl- 
edge. The more specific and com- 
plete you are, the better,” he said. 

Mr. Olson also recommended all 
ads be designed to make an “im- 
mediate sale.” This approach, he 
said, “is not inconsistent with the 
objectives of any advertising cam- 
paign—even those whose stated 
purpose is the long-range building 
of a favorable brand image or per- 
| sonality for your product.” 


|@ Mr. Olson expressed a dim view 
|of three types of ads: (1) Adver- 
|tising puffery—ads “full of com- 
|paratives and well-hedged super- 
latives”; (2) ads telling the pro- 


s Mr. Jewell said one of the ad- Olson, marketing manager of Kim-| duction story—how a product is 
| vantages of full-line marketing is; berly-Clark Corp., 
| that it makes possible a strong cor- | 


made... “New products are par- 
| ticularly vulnerable”; (3) “Adver- 


IN 27 


San Francisco 


NORTHERN 
~ALIFORNIA C 


a 


= 


ALPINE 


OUNTIES 


REPORT PROVES KCRA-TV 


FIRST IN 27 NORTHERN CALIFORNIA COUNTIES 


KCRA-TV has been the unchallenged leader in 
every Metropolitan Sacramento ARB report since 
November, 1955...now the first ARB Total TV 
Area Report offers proof positive that this 
viewer preference for KCRA-TV extends over 
the full 27-county area served by the Sacra- 


mento stations. 


ARB’s new rating technique provides three 


important features: 


oO 


Measures the entire Sacramento television 
market area... not just one station's coverage 


Your Edward Petry and Co. representative will 
be pleased to show you ARB’s new Total TV 
Area Report*, giving the first complete picture 
of the total Sacramento television market. See 
this report and place your client’s message on 
KCRA-T\V, first in metropolitan Sacramento 


and first in the total 27-county Sacramento 


television market. 


CALL PETRY FOR LOW COST- 


... providing an accurate yardstick for all 
competitive stations. 


2 


(3) Provides program ratings for the Sacramento 
metropolitan area based on a simultaneously 


Reports total homes reached for each program 
instead of an area rating. 


conducted survey. 


BASIC 


Howard J. Smiley, Assistant General Manager 
Robert E. Kelly, Station Manager 


SACRAMENTO,CALIFORNIA 


AFFILIATE 


PER-THOUSAND AVAILABILITIES 


* ARB, Total Television Area Report, December 1-7, 1957 
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| tisement-oriented” ads (particular- 
ly prevalent on television), attract- 
ing attention to the cleverness of 
the ad, distracting from the sales 
story. 

Mr. Olson said these ads may 
produce sales, but the question is, 
“Are these ads less effective than 
they need be? Can we hope to make 
them more effective?” 


BE WARY OF MOTIVE 
RESEARCHERS: BRITT 


New York, Feb. 12—Dr. Steuart 
H. Britt, professor of marketing at 
Northwestern University and man- 
aging editor of “The Journal of 
Marketing,” warned American 
Marketing Assn. conference partic- 
ipants to be wary of motivation 
research practitioners. 

“There are, unfortunately, or- 
ganizations that have sold moti- 
vation research far beyond the 
bounds of scientific ethics,” he 
charged. “Perhaps I should not 
name names.” 

In a question period that fol- 
lowed, Dr. Britt, who holds a Ph. 
D. degree in psychology from Yale, 
said, “Some business men are suck- 
ers for buying so-called research 
because a man is called a doctor.” 


# Dr. Britt, an ex-agency man 
(McCann-Erickson, Earle Ludgin & 
Co., and Needham, Louis & Bror- 
|by), advised the marketing men to 
|check the qualifications of the per- 
/son or organization offering re- 
| search service. 

He also suggested that advertis- 
/ers insist on reliable psychological 
/methods, the best statistical tech- 
niques and results that “are com- 
|pletely objective and not subject 
|to varying interpretations accord- 
ing to different schools of thought.” 

Dr. Britt emphasized that he does 
not want to gainsay the importance 
of social scientific tools in deter- 
mining media selection, copy slants 
and marketing strategy. 

“I have found,” he said, “that 
these techniques used along with 
other marketing research tech- 
niques are often quite helpful. The 
danger is in thinking that these 
techniques alone will produce con- 
clusive answers to all problems.” 

Another ex-agency man from 
Chicago, Richard D. Crisp, now 
head of his own consulting com- 
pany, reported on the results of a 
survey of market research activity 
in American business. The survey, 
jtaken last year, was compared 
with a similar one taken by the 
AMA in 1952. 

Mr. Crisp found formal market 
|research programs growing rapid- 
ly. He said that among the 195 
companies reporting market re- 
search activity, “There has been a 
| 400% gain in established depart- 
ments since World War II and a 
(60% increase in the last six years 
jalone. Four out of 10 of the de- 
| partments participating in the sur- 
nl were established since 1952.” 


|= Companies are doing more re- 
| search on advertising effectiveness, 
the survey found. They have also 
increased their studies of competi- 
jtive advertising and media selec- 
| tion. 

| Mr. Crisp noted that despite the 
|publicity given to motivation re- 
search, it ranked last on the list of 
|39 research activities shown on the 
questionnaire. Only one company 
out of seven uses such research 
|regularly, he said. 

| Current median salaries of mar- 
ket research executives are: $7,- 
000-$9,000 in small companies; 
$9,000-$11,000 in medium-size com- 
panies and $13,000-$15,000 in large 
companies. These are roughly the 
same levels reported five years ago, 
Mr. Crisp said. # 


Pasco Adds Pot O’Gold 

Sam Pasco, Advertising, Hart- 
ford, Conn., has been appointed to 
handle advertising for Pot O’Gold 
poultry by Bisberg Poultry Farms, 
Avon, Conn. Newspapers, tv and 
direct mail are being used. 
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New York is a rare diamond. New York 
is a new supermarket. New York is 5 
million families growing, needing, 
wanting, buying. New York is The New 


York Times. New Yorkers live by it. 


It serves them with the most news. 
It sells them with the most advertising. 
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Weekly Begins Distribution 

Greater Boston Shopper began 
distribution Feb. 4 in some 55 cities 
and towns. The weekly newspaper, 
published by Shopper Publications 
Corp., Boston, contains ads and a 
“full editorial section,” with food 
recipes, fashion and homemakers’ 
hints and columns written by 
“well-known personalities.” It re- 
ported over 400,000 copies were to 
be distributed. 


4A‘s Issues Revised Booklet 


per Advertising’ has been issued 


| Agencies, New York. It is a re- 


Distribution to 
Dominate British 
Economy: McKeachie 


vision with new material of the| LONDON, Feb. 11—William E. Mc- | 
booklet issued in June, 1953. Sim-|Keachie, London chairman of Mc-| 
ilar statements for magazines, farm |Cann-Erickson Advertising Ltd., | 
papers and business publications told a dinner here that Britain is| 
will be issued during the next few | facing a shortage of people to han- 
months. dle distribution of goods. 

Addressing the Worshipful Com- 


A new edition of “Suggestions 
for the Advancement of Newspa- 


by American Assn. of Advertising 


IT 
WAS 
NOTHING 


pany of Carmen, one of the ancient 
London guilds, he said, “Last year, 
in the U. S., the industrial revolu- 
tion crossed the great divide. For | 
the first time in history the total 
number of American workers en- 
gaged in distribution exceeded the 
number engaged in production. 
“The American business man is 
no longer primarily concerned with 
|production. He has, by and large, 
|mastered the technique of making 
| goods. His chief concern is the cri- 
|sis in distribution that has arisen 
jas an ever-increasing output of 
|goods has become available to a 
population with an ever-increasing 


HELPERS—Among Weyerhaeuser Sales Co.’s new dealer aids are two- 

side banners and a literature rack (top right), which includes illus- 

trations and floor plans for more than 100 home designs. Weyer- 

haeuser is offering its sales aids in five promotion packs to help sell 

different markets. The packs are sent to dealers on an on-approval 
basis. 


We’re a modest lot. But, we think, 
justifiably pay You see, the No- 
vember ARB in the Cedar Rapids- 
Waterloo area put KCRG-TV 
(that’s us) in the lead. During TV 
watching time in Iowa, 4to 10 pm 
daily: 

KCRG-TV 90 Quarter hour firsts 

Station B 67 Quarter hour firsts 

Station C 13 Quarter hour firsts 
KCRG.-TV has always been a good 
buy — substantial viewers at very 
low cost a thousand. But now, 
KCRG-TV is the buy in Eastern 
Iowa. Higher ratings than ever, 
and still the same low rates. 


KGRG-TV 


CEDAR RAPIDS * WATERLOO 


ABC-TV Channel 9 
Represented by: Weed Television 


sume. 


capacity both to produce and con- 


s “We are approaching this same 
situation in Britain and throughout 
Europe. If we project ourselves to 
1965 ... we can foresee an increase 
in labor force of only about 4%, 
but an increase in gross national 
product of, conservatively speak- 
ing, a whopping 35%. 

“Thus, to an even greater extent 
than in the U.S., the story will be 
more goods to sell, more money to 
buy them, but virtually no more 
people to distribute them.” + 


Brown to Nemethy-Davis 

Spencer D. Brown has joined 
Nemethy-Davis Co., Detroit, as an 
account executive. He formerly 
was with Cerre Co., Grant Adver- 
tising and Campbell-Ewald. 


Menzies Rejoins Schipper ) 
Ivor J. Menzies, who until re-| 
cently was an account executive 
with Kudner Agency, handling the 
General Motors general engines 
group, has rejoined Schipper Asso- 


said, for a 24% increase over last 
year at this time. “The extent of 
the fall-off in car sales is strongly 
indicative of the public’s apathy 
to purchase at retail near the year- 
ago level,” the publication said. 


ciates, Detroit agency, as executive 
on industrial advertising and pub- Morse Named Promotion Head 
lic relations accounts. Mr. Menzies Robert A. Morse, formerly re- 
had been account executive on the /|tail advertising manager of the 
Fruehauf Trailer Co. account at|Grand Rapids Herald, has been 
Schipper, but transferred to Kud- named prumotion manager of the 
ner in 1946 when the Fruehauf| newspaper. William J. Martin, for- 
account moved to Kudner. merly on the advertising staff, has 
| been named retail ad manager. 
Auto Sales Slump Seen 
“Ward’s Automotive Reports” ‘Mintzer Joins Daniel & Charles 
predicts an 18.5% slump in new; Joseph H. Mintzer, formerly 
car sales for January, 1958, com-| with Grey Advertising Agency, has 
pared with the same month last! joined Daniel & Charles, New 
year. Dealer stocks, meanwhile,| York, as vp and member of the 


‘have reached 800,000 units, Ward’s executive committee. 


Ww 


V ie you need solid copper 


duplicates of originals, order 


PACOTY PES from 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 


for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats 
PACOTYPES (solid copper duplicates of originals) 
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You Reach MORE Buyers in 
THE SEATTLE TIMES 


Hard goods or soft goods—you sell more in Seattle through 


The Seattle Times because only this one newspaper reaches 
7 out of 9 newspaper-reading homes—including 375,680 
people NOT reached by any other Seattle newspaper! 
This is why your product sells 


best when it’s advertised in 
Seattle's accepted newspaper. 
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Weekly ‘Le Samedi’ =| maining issues, sans advertising, 


on lighter stock to reduce postal 


Sets Semi-Monthly weight. 


The move will provide adver- 
tisers with twice as many four- 
Schedule for Ads color issues and is expected to 
MONTREAL, Feb. 13—In a move to! eliminate the cost of delays arising 
counter rising mailing costs, Le|from late ad plates in connection 
Samedi, a Canadian weekly maga-| with issues carrying no advertis- 
zine, is now concentrating all its | ing. 
advertising in two four-color is- Heretofore, Le Samedi, pub- 
sues a month and printing the re-| lished by Poirier, Bessette & Cie. 
Ltee., Montreal, was published 
every Saturday, with one big four- 


You REALLY know color issue published the second- 
7 a magazine when last Saturday of the month. 
me an APR member s Last year’s postal rate increases 


presents the facts! for Canadian magazines caused the 
magazine to consider switching to 
a semi-monthly schedule, but at 
first it declined to risk the change 
because of the belief that too much 
of the magazine’s popularity rests 
lle cakiaet cementation on its week-to-week features, the 
members serving 30! publications publisher said. 
Association of Bh sy a ag ~yy? an 
° ’ . alternate solution, calls for two 
P vblisher’s Representatives four-color advertising issues dated 
- Basel Si a the first and second-last Saturdays 


Advertising Age, February 17, 1958 


of the month. These issues will be| premium for the outside cover in 
similar to the one big four-color| four colors now applies to all 24 
issue published each month under | back covers. 
the old formula. Also, plans are being made to| 
“The bulking of all Le Samedi’s | reinstate the combination rate for | 
advertising in the two issues will| combined use of b&w space in both | 
be decidedly favorable to Le Sa-|Le Samedi and Le Revue Popu- | 
medi’s advertisers—color as well|laire, both published by Poirier, | 
as b&w—and will give Le Samedi | Bessette & Cie. Ltee. # 
a measure of physical continuity 
and editorial presentation compa- | phoenix Boosts LeSac to 
rable to other magazines in Can- 
ada,” according to the publisher. New Post, Names Fuhrer 
Joseph F. LeSac, vp, advertising 
® “As for the other issues of the |and promotion, has been appointed 
month,” the publisher said, “they | to the new post of field sales man- 
will continue to provide editorial |ager of Phoenix Hosiery Co., Mil- 
service to Le Samedi’s readers on | waukee. William F. Fuhrer Jr., 
a weekly basis and also will con- | formerly with Campbell-Mithun, | CHARLES V. DAViS has been appointed 
tinue to provide an important|Minneapolis, has been named ad-|a vp and member of the executive 
source of revenue through news- | vertising and sales promotion man- | committee of Hixson & Jorgensen, 
stand sales... Special editorial at- | ager to succeed Mr. LeSac. Los Angeles, where he will super- 
tention will be directed to these| The field sales manager post was 
issues to make them as self-con-|created to intensify Phoenix sell- 
tained as possible, thus breaking |ing and promotion activities, Phoe- 
away gradually from the tradition |nix says. Mr. LeSac will be in di- | , 
of weekly feature continuity.” rect charge of sales of Phoenix! in 1956. 
Le Samedi’s current advertising |men’s and women’s hosiery and | 
rates will prevail in the two ad-/will work directly with salesmen 


vertising issues, except that the'and retail acgounts. No Brand Fixations 


|vise the food and packaged goods 
division. Mr. Davis joined the agen- 
cy as an account group supervisor 


Let’s start plain and simple. Do you know where you 
can lay your hands on ONE THOUSAND RADIO 
STATIONS .. . all banded together to cover a specific 
type of market? You don’t? Well that’s one thing 
you ought to know and we're telling you now that 
KEYSTONE is that network that covers (and I mean 
like an old-fashioned country comforter) Hometown 
and Rural America like no other medium in all the 
world. Another fact you ought to know: Ninety 
MILLION up-to-date Americans live and live full, rich 
lives in Hometown and Rural America. Soap, Cigarettes, 
Beer and Buttons. . . they roll into our market by the 
freight carload, every hour on the hour. 

And KEYSTONE affiliated radio stations serving 


Send for our new station list 


up to you, your needs. 
coverage for less than some “spot” costs. 


time and place are chosen for you. 


Here’s something you ought to know! called an “efficient” advertising 


CHICAGO NEW YORK LOS ANGELES SAN FRANCISCO 
111 W. Washington 527 Madison Ave. 3142 Wilshire Blvd. 57 Post St. 
STate 2-8900 Eldorado 5-3720 DUnkirk 3-2910 SUtter 1-7440 


@ TAKE YOUR CHOICE. A handful of stations or the network . . . a minute or a full hour—it’s 
@ MORE FOR YOUR DOLLAR. No premium cost for individualized programming. Network 


© ONE ORDER DOES THE JOB. All bookkeeping and details are done by Keystone, yet the best 


in Motivation Data, 
Williams Tells AMA 


(Continued from Page 3) 
because it protects us in time of 
| trouble, and ‘insurance is a threat,’ 
| because it makes you think of dis- 
,aster,” Dr. Williams said. 
| “In a reported study for M&M 
|candy we learn that ‘candy is used 
to reward children for good behav- 
ior,’ a finding which need not oc- 
casion much surprise among par- 
ents. 

“Still another motivational study 
showed that air conditioners en- 
able people to sleep with the win- 
dows closed. This is a presumed 
return to the womb. 


s “All this is indeed very inter- 
esting,” Dr. Williams continued. 
“However, the fact that these find- 
ings apply with equal force to all 
brands within the product class to 
|which they are relevant greatly 
diminishes their value to advertis- 
ing. Sales points developed from 
these findings will apply just as 
| well to the competitors of the com- 
panies which financed the re- 
search. 

“Is not Allstate auto insurance 
as ‘fatherly’ and ‘threatening’ as 
State Farm Mutual? Are not Her- 
sheyettes as rewarding as M&Ms?” 
he asked. 

“Now we need not worry so 
much about the competition pirat- 
ing the claims, as we need to be 
concerned that the consumer him- 
self can very easily discover that 
an RCA air conditioner provides as 
comfortable a womb as a GE.” 

He went on to say that what he 


appeal is one which is unique, im- 
portant and believable. 


this giant market are locally programmed to better ‘ pcm owe rood — 7 
serve the local community . . . and the local community se eta HE ede Wee tee 
. . son Ave.,” he concluded. “But there 
loves their Hometown STATION. That’s why they are hundreds of thousands of oth 
believe in and respond to our advertisers’ commercial , wen get ty ene padggle ad 
aan po mmerc streets just off Madison Ave. where 
es. our clients must sell their prod- 
Another fact you ought to know: If you are in the ucts.” 
mood to test a new promotion, we’ll tailor a network in 
pre gor you ee ee or more stations |@ A third speaker at the luncheon, 
right where you want ’em. |Dr. Herta Herzog, vp and director 
We'd like to tell you about KEYSTONE’s packaged, of research at McCann-Erickson, 
network broadcasting and very special PLUS MER- took the middle road, giving a dis- 
CHANDISING. You can take it or leave it but your jcussion of the merits and limita- 
decision can be an intelligent one only if you know the leper of motivational research. # 


facts. Call us or write us! 
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ey 


mF A whole generation of retail store dealers 

f A can attest to it. With a hefty $9 billion in savings 

tt : and spending power, youth today controls 14 

5\ of the nation’s income. Sporting goods stores alone 
estimate a 5% sales boost for 1958 and 

attribute it largely to the growing youth market*. 

Sure the market is big, but the thing to 

remember is, as it grows, so grows BOYS’ LIFE. 

And BOYS’ LIFE is the number one youth publication . .. 

the biggest boy magazine in the history of publishing. 

*National Sporting Goods Association 


1,700,000 = 


The Magazine That Reaches the NEW GENERATION + Published by the Boy Scouts of America 
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wealth Forms Wow Cutt | Network Gross Time Charges 
Zenith Radio Corp. of Canada 
has formed a radio-tv-electronics Source: Publishers Information Bureau 
division with headquarters in To-| 
ronto. Lloyd B. Kiely is the divi-| NETWORK TELEVISION 
sion’s general manager. The di- Dec. Dec. % Jan.-Dec. Jan.-Dec. % 
vision will franchise distributors to | 1957 1956 Change 1957 1956 Change 
sell Zenith radios, television re-| gc .......... $ 8,614,646 $ 6,699,450 +28.6 $ 83,071,284 $ 76,726,129 +83 
ceivers, phonographs and high fi-|ces .......... 21,980,607 20,395,400 + 7.8 239,284,899 223,520,382 +7.1 
delity instruments to dealers. I 19,146,483 17,666,721 + 8.4 193,845,383 187,921,123 +3.2 
Total ...... . $49,741,736 $44,761,571 +-11.1 $516,201,566 $488,167,634 +5.7 
1957 NETWORK TELEVISION TOTALS 
Marie does it ABC ces NBC Total 
FA STER JOMVary oocccccceceeeee $ 6,715,581 $ 20,231,474 $ 16,554,941 $ 43,501,996 
©¢@ Tl February ................ 6,175,488 18,309,088 14,900,631 39,385,207 
complete mailings, multl- | Moreh ooo... 6,848,848 20,172,173 16,631,974 43,652,995 
provniae. mimeograph- ATES . 6,682,786 19,385,098 15,154,388 41,222,272 
multigraphed — = [MOY eercsrnernrne . 7,258,807 20,307,762 15,811,033 43,377,602 | 
planogra ing. SE Raha thai aie , 6,413,708 18,356,892 14,746,537 39,517,137 
ing ya... pay tye | je 6,348,496 18,537,069 13,874,872 38,760,437 | 
List up-to-date, frees you 
from detail work. For rush pick-up, eS ee 6,134,380 18,240,823 14,473,677 38,848,880 | A 
quick service and fast delivery September ............. 5,704,888 19,935,115 15,286,270 40,926,273 Prendergast Sacks Goldberg Pesin 
ALL WAbash 2-8655. October meee 8.093.724 22,421,673 18,752,891 49,268,288 | tHe HUNT—In a search for art talent, Rockmore Co. took an ad in the 
. & Soller fn sxe esa a ap Sept pee yon | New York Times inviting artists and photographers to present their 
431 S. Dearborn Street, iy = am) tad... $03,071,206 $200,504,009 §$199,845,503 ¢514,201,866 | OPK. Among the 80 who showed up was Mildred Sacks, creator of 
|* Revised as of Feb. 4, 1958. three-dimensional displays. Here, studying her samples, are three 


Rockmore staffers: Audrey Pren- 
|dergast, account executive; Shir- 
|\ley Goldberg, artist, and Harry 
Pesin, copy chief. 


Du Pont Sets Spot TV 

‘Push for Women’s Wear 

| E. I. du Pont de Nemours & Co., 
Wilmington, through the women’s 
wear division of its textile fibers 
| department, will launch a major 
| three-month spot tv campaign next 
\fall in 15 key markets. Starting in 
|August, a heavy series of one- 
minute commercials will push 
women’s wear made from 80% Or- 
jlon and 20% wool jersey fabric. 
|Spots will carry local retail store 
credits and concentrate on wom- 
|en’s blouses, separates, dresses and 
children’s wear. 

| Batten, Barton, Durstine & Os- 
born is the agency. 


it’s new... 


Brownie Wise Resigns 

Brownie Wise, named America’s 
| Outstanding Business Woman of! 
1957 by the National Sales Execu- 
tives, has given up her post as vp 
and general manager of Tupper- 
ware Home Parties Inc., Orlando, 
| Fla., “to engage in other activities,” 
such as “real estate sales develop- 
j}ment, public relations applied to 
sales and in sales writing.” She 
will continue in an advisory capac- 


. it’s a hit 
ity to Tupperware. 
-- AND IT’S AVAILABLE 2 erecge rene compa, 


j;named advertising manager of the 
|Fort Worth Star-Telegram, suc- 
|ceeding the late Ray Lee. Mr. 


It’s KSTP-TV’s “HI-Flve TIME,” 5:00- On the third day of the show more than eee, woe tteer fe See- 
5:45 p.m., Monday through Friday, the 400 high school students (in suits and prccocemng = egg Bese eager 
newest and hottest show in the Northwest. dresses as specified in the rules) showed up |Joined the newspaper six years ago. 
With personable Harry Zimmerman as _ at the KSTP-T'V studios to take part in the ‘Mead Appoints Schaible 
emcee, “HI-FIve TIME” was set up to Twin Cities’ most talked-about show. | polated dinecter of © aviumee a 
handle 30 or 40 couples, dancing to the top There are still a few choice availabilities be ge verge tnt a pram peere 
tunes and competing for prizes. But word left in ““HI-Flve TIME” and NOW is the ‘pulp. Mr. Schaible was formerly 
travels fast—especially when you spread it time to take advantage of it. For details, lee Susie Lotte rte 
on KSTP-TV reaching into 720,126 TV check with your nearest Petry office or a 


, ‘ ‘Donnelly Joins Coates 
homes in the area. KSTP-TV representative. | Robert B. Donnelly, for the past 
three years creative supervisor of 
/'Campbell-Mithun, Minneapolis, 
|has joined Coates Board & Carton 
|Co., Garfield, N. J., as vp and di- 
rector of sales. 


Maggie 
does 
it! 


See page 94 
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the new active leisure 


... has created a big and bountiful new market for advertisers. 

And the best place to reach it is in Holiday. For Holiday is the one magazine 
completely devoted to a full range of pleasures in this fine-living age. 

It attracts a select group of 875,000 families — lively, on-the-go 

men and women with incomes nearly triple the national average. If your 


A CURTIS MAGAZINE 


product gives people more leisure or pleasure, it belongs in Holiday. 


HOLIDAY readers are the leaders of the new active leisure! 
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Stations Form TV Network 
WISN-TV, Milwaukee; WFRV- 
TV, Green Bay, and WKOW-TV, 
Madison, have joined to form a lo- 
cal tv network in order to bring | 
“better programming to viewers in 
the state of Wisconsin.” Emphasis 
will be on live programs, with most | 
of them originating at WISN-TV. | 
The Badger Television Network, 
consisting of the three stations, will 
reach 86% of the tv homes in the 
state, according to the network. 


Want Information? News? 


Burrelle's will supply clippings | 
from daily and weekly newspa- | 
pers—national, sectional or local | 
— magazines, trade-papers, | 


| 
| 


TASTY MORSELS— 
Gail Andrews of 
Chicago samples 
a decorative— 
and edible—val- 


entine in this 
Est. 1888 promotion shot 
PRESS CLIPPING BUREAU for National 
phone BA 7-5371 Kraut and Frank- 
165 Church 


St., New York 7, N. Y. | furter Week. 


(Continued fram Page 2) 
Kinsey Distilling Corp.’s Kinsey 
|Gold Label and Silver Label brands 
| (Ellington & Co.). 

Philadelphia, Three Feathers and 
|PM are being offered at $4.99 a qt.; 
|the Kinsey brands are selling at 
| $4.79; B.P.R. is priced at $4.69. 
| Seagram’s Wilson blend (Doher- 

ty, Clifford, Steers & Shenfield) 
will be offered March 1 at $4.79 a 
|qt. And it is reported that Glen- 
|more’s Old Thompson (D’Arcy Ad- 
\vertising Co.); Hiram Walker’s 
William Penn (Simons & Michel- 
son Co.); Schenley’s Golden Wed- 
ding (McCann-Erickson); and 
|Seagram’s Carstairs (Dowd, Red- 
| field & Johnstone), also will take 
ithe plunge belew the old $5 price 
|barrier next month. 

} 


|= Prices on most blends, it will be 
pie ey were increased in 1957 


Louisville’s FOREMOST and 
BEST KNOWN FIGURE 


WHAS-TV’s Channel 11 figure is a standout . . . reminding ; 
viewers that for outstanding programs, whether community service, 
entertainment or news and weather, WHAS-TV is the answer. 


Staff-taken film of Eastern Kentucky’s vicious 1957 flood 

ran daily in the WHAS-TV news programs—Louisville’s only 
television news coverage of scope and depth. WHAS-TV newsreel 
of Governor Chandler’s bid for the Democratic presidential 
nomination in 1956 won a Sigma Delta Chi award. The exclusive 
daily newsreel is typical of WHAS-TV’s unique programming. 


The Channel 11 figure should remind you that for selling 

results, your advertising deserves individual attention . . . and the 
ADDED IMPACT OF PROGRAMMING OF CHARACTER. 
In Louisville, WHAS-TV programming PAYS OFF! 


FOREMOST in Service— 
BEST in Entertainment! 


cata 


VICTOR A. SHOLIS, Director 
Represented Nationally by Harrington, Righter & Parsons 
Associated with The Courier-Journal and Louisville Times 


316,000 WATT <« 


Advertising Age, February 17, 1958 


‘Bargain Economy-Size’ Quarts Seen 
as Comeback Move by Whisky Blends 


about 40¢ a qt. There was a sharp 
decline in the sale of blends last 
year, estimated by liquor statisti- 
cians at about 20%. Part of this de- 
cline is explained as an aftermath 
of the overloading of wholesalers’ 
and retailers’ inventories late in 
|°56 at the time the price hike was 
announced. 

However, while that may have 
been something of a factor in the 
fall off of blends in ’57, the record 
shows that for the past few years 
there has been a decided consumer 
trend toward straight whiskies 
and away from blends. 

While the current push on bar- 
gain quarts is largely confined to 
metropolitan markets along the 
Atlantic seaboard, from Philadel- 
phia north, and seemingly is en- 
joying its greatest acceptance in 
the New York marketing area, 
some merchandising men believe 
it can be extended profitably into 
other markets if strongly support- 
ed by advertising and sales promo- 
tion. 


® Current advertising is limited 
chiefly to merchandising papers in 
the liquor field. But after March 1 
most of the brands mentioned 
above are expected to step up their 
customer advertising in metropol- 
itan newspapers. 

Dant, for example, will launch an 
aggressive campaign in newspa- 
pers, outdoor panels and subway 
car cards featuring B.P.R. as “the 
biggest $4.69 quality quart on the 
market.” Curiously, it made its 
price slash last summer but did not 
advertise it. Because of the in- 
creasing competition and the ad- 
vertising programs being prepared 
for other brands, Dant now is pull- 
ing out all the stops on its adver- 
tising organ. 

A good many people outside the 
liquor industry regard the current 
push on bargain quarts as a smart 
piece of opportunism on the part 
of distillers. By taking advantage 
of the tightening business situa- 
tion and the growing economy- 
mindedness of consumers, it is 
noted, producers of blends may be 
able to recover some of their lost 
ground and step up their volume. 


s Whatever the reasons behind 
the push on quarts, it seems to be 
clicking with a good many con- 
sumers. Retailers, of course, like it. 
They are taking a full mark-up 
on the brands and at the same 
time winning consumer good will 
with the bargain offerings. + 


Shaw-Shon Files 
Petition in Bankruptcy 
Shaw-Shon Inec., advertising 


agency formerly located at 1465 
Broadway, New York, has filed a 
voluntary petition in bankruptcy 
in federal district court, New York, 
listing liabilities of $18,430 and as- 
sets of $16,466. Shaw-Shon is no 
longer in business, according to 
Jacob E. Heller, counsel for the 
agency. Mr. Heller said the bank- 
ruptcy was precipitated by the fail- 
ure, some months ago, of Shaw- 
Shon’s largest account. 

There are approximately 80 
creditors. Among the largest are 
Artistic Reproductions, $3,339; U.S. 
Camera Publishing Corp., $3,000; 
William Kotoun, doing business as 
United Color, $2,700, and Ziff- 
Davis Publishing Co., $2,000. 


ABP Makes Grant to NU 


The Medill school of journalism 
of Northwestern University has 
been awarded a $1,000 grant-in-aid 
by the education committee of As- 
sociated Business Publications. A 
similar grant was made recently to 
|the department of technical jour- 
nalism at Iowa State College. 
Northwestern will use its grant to 
help establish a business paper in- 
stitute at Evanston, III. 
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You know —it’s the concept. that you examine all types of media. ..then pick 
the one best suited to the product, the audience, the message, the job to be done. 


Media/scope, alone among all business publications, covers all media fields 


i and confines itself to ideas and methods directly related to media selection, 


What’s going on across the whole media front, 


packaged for you in the February Media/scope 


MEDIA PLANNING 


What is Best Media Strategy to Launch a New 
Cigarette? 


Three top media strategists tell what they’d do to 
launch a new filter brand practically overnight. Same 
cigarette, same market, three radically different pro- 
grams. Which of the three plans would you vote for— 
or would you come up with a fourth? 


Media Buying Advances More Than Other 
Functions of Advertising . . . . Russell Z. Eller 


The advertising manager of Sunkist Growers surveys 
the progress and problems of media selection from the 
rather special viewpoint of the company advertising 
manager. What he says holds interest for all those 
executives who must struggle with day-to-day media 
problems. 


U.S. Steel’s Media Decisions in its 
Snowflake Campaign 


Here’s an update on the varying fortunes of Big Steel’s 
mammoth effort to sell more steel by plugging appli- 
ances. The latest information: since Steel began play- 
ing down its own logo in favor of more retailer-centered 
promotion, it’s garnered a harvest of tie-in space and 
time. 


MEDIA TECHNIQUES 


Media Research vs. Media Analysis . . Jack Bard 


Who is kidding whom when a media department talks 
about research? Most of the time, says the vice presi- 
dent of analytical services of Edward H. Weiss & 
Company, the word merely means analysis, or the 
organization of facts already known. Real research is 
on another level entirely. 


Media/Forum 


Five agency broadcast media executives explore the 
knotty problem of client protection on the airwaves, 
and how to square it with efficient time-buying. 


ORGANIZATION MATTERS 


The Agency Media Man... . . Martin Mayer 


Next month (and you'll never believe this) yet another 
book giving the lowdown on the advertising business 
will appear. Its name: Madison Avenue, U.S.A. The 
author: Martin Mayer. Here’s an advance chapter 
dissecting the agency media man. Forewarned is fore- 
armed. 


MEDIA AND MARKET DATA 


Those Advertising Rate Cards . . . . Dino Valz 


The indispensable guide to a subject whose inconsist- 
encies, confusions, and contradictions have been driv- 
ing media buyers crazy for years. 


Consider the Life Cycle of Magazine Households 
. Daniel Starch 


Can magazine advertisers make sure their advertise- 
ments reach the most responsive audience? Yes, says 
Dr. Starch, and cites chapter and verse. The method: 
matching magazine circulation to the stage in the life 
cycle you want to influence. 


Instantaneous TV Ratings Provided by 
New Machine 


What American Research Bureau's new Arbitron sys- 
tem means to advertisers, what it can do, how it works. 


What a Study of 24 Magazines Made in 
Canada Means to U.S. 


Here’s a wrap-up of the fourth audience study of 
Canadian magazines, which throws a good deal of 
light on the controversial ARF Consumer Magazine 
study in the U.S. 


Twelve-month Rate Changes 


The final results on 1957 are in: rate changes for the 
year in each of the major 


Media/ scope Index 


Here’s the detailed subject and author index forM edia/ 
scope’s first full year. Keep it for ready reference. 


TRENDS AND TREND MAKERS 


Taxes on Advertising: Their Meaning to 
Media Buyers ....... . . Morton J. Simon 


Will taxes on advertising stand up in court? For the 
first time, a prominent attorney goes on record with a 
penetrating discussion of the legal ins and outs of this 
controversial subject. 


Take-a-Bow Department ...... Jack McCarthy 


Here's the profile on a media director who’s grown 
right along with one of the fastest growing agencies in 
the business: John Flanagan of McCann-Erickson. 


Men of the Month in Media 


The spotlight on six top newsmakers in media during 
the past 30 days, including a sidelight on that old 
agency revolving door. 


“Motivation Research & Marketing Management”: 
A Review of Joseph W. Newman’s New Book 
. . » Dr. Robert J. Williams 


A psychologist and market researcher evaluates the 
latest study of motivational research. His conclusions 
won't make the motivationists happy. 


Videodex 


A new and exclusive Media/scope service: the top 5 
television programs for each day of the week. 


DEPARTMENTS 


Publisher's Notebook . . Walter E. Botthof 
Trade Talk ............. Dave Wasko 
Media Study of the Month... 

Market Studies of the Month .. . 

The Media/scope: a Look Around and a 

Look Ahead 


Editorial: “Purpose of an Advertising Medium” 


Some sound advice to media on behalf of their cus- 
tomers as to the true function of an advertising me- 
dium. Media, says Media/scope’s Editor, waste both 
money and time by trying to sell something they 
haven't got. 


A great boon to SELLERS of space or time 


The biggest advantage of Media/scope as an advertis- 
ing medium is that every advertising man who reads 
it obviously has a consuming interest in media. He is 
reading about the ideas of others in his business that 
will help him do a better job of selecting markets and 
media. So this is the place to tell him about yourmedium. 


/ An SROS publication serving 
- the Media-Buying Function 


Walter E. Botthof, Publisher 


aati by nalon Avenue, New York 17, N. ¥ 


Save money! Order Media/scope today! 


Don’t miss out on the tremendous help Media/scope 
can be to you. You can subscribe to Media/scope at the 
money-saving price of only $2 a year if you order at 
once (regular rate is $3). This low rate is to introduce 
Media/scope and will soon be withdrawn. Use the handy 
coupon. 


MEDIA/SCOPE, 1740 Ridge Avenue, Evanston, Illinois 


IT SOUNDS GOOD! Enter our subscription for the new monthly 
Media/scope for one year at money-saving introductory rate of $2 
(regularly $3). I'll remit promptly when you bill. 


() Check here if you want 3 years for $5. 


Name Title 


Home Address (fill in above line if mailing to home address is desired—below if office) 


Business Address 


City Zone State 


Company Name 


C) Bill me 0) Bill Company ©) Payment attached 
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Start the day with the Free Press— 
and get all the news MORNING-FRESH! 


More families now read the daily 
Free Press than any other Detroit—or 
Michigan—newspaper. 


That makes the Free Press the BIGGEST 
daily paper in Michigan history! 


—you see the friendly Sw ree Press everywhere! 


DAILY-— Free Press 471,203, News 468,167, Times 397,832 / SUNDAY Free Press 505,806, News 579,068, Times 493,949 
REPRESENTATIVES: NATIONAL - STORY, BROOKS & FINLEY; RETAIL —- GEORGE MOLLOY, NEW YORK 
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Feature Section 


dvertising Age 


Holding Attention Is Vital: Bascom 


Eye and Ear Man: Culture and Customers 


Ad Expenditure of Financial Groups 


Borton Warns of Direct Mail Boners 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


It Takes Right Combination, Bascom Says... 


False Whiskers and Nutzenboltz, Used Properly, 
Can Give Your Ads Conviction, Hold Attention 


By David Bascom 
Guild, Bascom & Bonfigli, San Francisco 


I am going to talk about nutzenboltz and 
false whiskers as they relate to the crea- 
tion of advertising. I’m going to explain 
what we mean by the terms, and how we 
use nutzenboltz and false whiskers in 
writing ads and commercials. 

One of the reasons I’ve selected this 
subject is this: Some other advertising 
agencies (we refer to them as “our com- 
petitors’—or “our esteemed, friendly 
neighborhood competitors”) sometimes re- 
fer to our product, our ads and commer- 
cials with such tender, affectionate terms 
as “screwball,” “zany,” “mad,” “crazy,” 
“idiotic” and similar endearing designa- 
tions. 


= Now we sure do appreciate all that free, 
friendly publicity, but it seems some peo- 
ple have gotten the idea that GB&B is a 
gasser factory instead of an ad agency. 

Three weeks ago Billboard reported that 
our shop is becoming a refuge for tv gag 
writers, now out of work because of the 
influx of adult westerns. Some people 
have the notion that we are primarily in- 
terested in amusing and _ entertaining 
people with our client’s money, and that 
any sell that creeps into the copy is strict- 
ly an accident. Somebody goofed. 

Well, maybe they’re right. But we don’t 
think so. We like to believe we're selling 
pears and peanut butter and hot mush 
like crazy, and I’d like to take this time 
to explain why we think so, To do that, 
I'll have to explain a couple of rules we 
have in our shop. 

The rules arise from what we honestly 
believe are the greatest needs in all ad- 
yertising today . . . the need for attention 
and conviction. 


s When I speak of attention, I’m not talk- 
ing about simply getting attention. I’m 
talking about keeping attention—retaining 
the attention and interest of the reader 
or viewer for the duration of the entire ad 
or commercial. It’s fairly easy to simply 
get attention, with screamer techniques, 
clever illustrations and _irrelevancies. 
Many ads and commercials do an excel- 
lent job of making people “note” them as 
Starch defines the term. But the ads and 
commercials that are concerned with keep- 
ing the attention of the prospect, right to 
the end, are mighty few and far between. 
We believe attention is one of the two 
most neglected areas in advertising today. 


Do People Really Believe? 


The second is that of conviction. Be- 
lievability in advertising stems more from 
the skill of the advertising creator than 
from the proof elements supplied by the 
manufacturer. For example: Do people re- 
ally believe that Hit Parades are 

“The best thing that ever happened to 


A large number of today’s most seen and heard ads and com- 
mercials simply aren't believable, says David Bascom, and he cites 
a long list of examples. And as for attention, it isn't getting it but 
keeping it that is one of advertising’s greatest needs. Here are his 
suggestions for achieving greater conviction and sustained atten- 
tion, taken from parts of a talk at the annual convention of the 
western region, American Assn. of Advertising Agencies, at Sun 


Valley, Ida. 


filter smoking’’? 


Do you believe that Scott paper towels are 
“Probably the most-noticed luxury in 
your home”? 
Do you really believe that Morley is 
“The most talked about furniture in 
America?” 
Have you been talking about it lately? Are 
you open-minded about Kelly’s claim that 
they have 
“Today’s most responsive tire’’? 


= If you are, how do you propose to ever 
prove or disprove such a nebulous claim? 
How do you feel about it, when Zest soap 
tells you that “for the first time in your 
life, you’ll feel really clean?” Personally, 
I resent the implication that for the past 
45 years I’ve been dirty all the time. Dur- 
ing summer vacations, and on fishing trips 
yes. Other times I like to feel I’m as san- 
itary as the next person. 

Just because the ad says so, do you be- 
lieve 

“The best-tasting beans are Heinz’’? 

I think most people realize that the busi- 
ness of what tastes best is subject to ec- 
centricities of individual taste buds. The 
bean, beer or bratwurst that tastes best to 
me may be very distasteful to you. 


s And vice versa, Therefore, any blanket 
claim for any food product to the effect 
that it tastes best, is not true nutzenboltz 
at all. It’s a phony. You can gain a great 
deal more conviction by simply objective- 
ly citing the merits of your product, and 
leaving the decision as to whether it tastes 
best up to your prospect. 

From these few examples you can per- 
haps see why we feel the area of convic- 
tion is one of the two most neglected areas 
in all advertising today. 


® The other is the area of attention—not 
simply getting, but retaining attention. 

So I want to talk about the rules we 
employ in our agency in an effort to lick 
those two problems—to make people look 
at our ads and commercials all the way 
through, and to believe what we say about 
our client’s products. 

First, two definitions: 

Nutzenboltz, as we use the term, refer 
to the elements in any ad intended to per- 
suade on the plane of logic. 


False Whiskers refer to the elements 
intended to influence the prospect on the 
emotional plane. 


False Whiskers Detined 


Those are the definitions. These are the 
rules: 

1. Every ad, every commercial, every 
campaign must contain both false whisk- 
ers and nutzenboltz. 

2. Our second rule concerns our recipe 
for properly blending, mixing and cooking 
the nutzenboltz and false whiskers to- 
gether in the same pot. The rule is this: 

The quantity and quality of false whisk- 
ers necessary is in inverse proportion to 
the quantity and quality of nutzenboltz 
present. 


s For example, if you are fortunate enough 
to have a product that simply reeks with 
genuine nutzenboltz, exclusive consumer 
benefits, advantages the prospect will con- 
sider very important and that he can’t 
get elsewhere—in such a case you may 
not actually need many false whiskers. 

That’s the increasingly rare case where 
the pie filling itself is so unusual, so out- 
standing, that you really don’t need a 
frosting or crust to make the pie accept- 
able. 

Conversely, though, if your product is 
not outstandingly different from your 
competitor’s, you need plenty of nutzen- 
boltz. 


s In our shop, for example, the adver- 
tising we create for Skippy peanut butter 
is 60% nutzenboltz, 40% false whiskers, 

Advertising for Ralston Rice Chex is 
80% false whiskers, 20% nutzenboltz. 

That’s because the cereal has fewer gen- 
uine, important nutzenboltz to offer than 
does the peanut butter, so we compensate 
by adding more false whiskers. 

Or, to state this rule in another way: If 
what you can truthfully say about your 
product is not outstanding, then how you 
say it becomes increasingly important. 


s I want to give you some quick examples 
of nutzenboltz and false whiskers, before 
I discuss their need and application, just 
to make sure I’m making myself under- 
stood. 

Two years ago I bought an ancient, run- 


down cabin up in the wilds of Montana. A 
broom was among the furnishings I ac- 
quired. I don’t know how old the broom 
was when I first came upon it, but judg- 
ing from the surrounding antimacassars 
and china figurines with salt cellars in 
their navel, I’d guess it was at least 20 
years old. 

On the front of the broom cover [a 
cardboard cover protecting the business 
end of the broom] the top line read: Fa- 
mous Broom with the Fringe on Tip. 

That’s false whiskers. Next line read: 
Modern Kitchenette 14 Ounce Broom. Reg. 
U. S. Pat. Off. 

That’s nutzenboltz. Next, it said: Sing— 
Swing—Sweep the Easy Way. Lighter 
Than a loaf of Bread. 

The “sing” and “swing” is strictly false 
whiskers. The “Sweep the easy way,” and 
“Lighter than a loaf of bread” are nutzen- 
boltz. The comparison may seem silly, 
since you normally don’t sweep your floor 
with a loaf of bread, but it’s probably very 
meaningful to the housewife, who lifts 
both bread and brooms every day. 

Next came the line: Sweeping Distance 
97 Miles. That’s a good line. It can be called 
either false whiskers or nutzenboltz, de- 
pending on where you're sitting. You may 
not take it literally. You may find it amus- 
ing, in which case it’s false whiskers. But 
if you’re the literal, factual-minded house- 
wife out to buy a broom, it becomes a nut- 
zenboltz line because of the odd figure 
employed. I’m sure if they had said: 
“Sweeping Distance 100 Miles,” it would 
not have been as believable, and don’t ask 
me why. 

Below this we find the Good House- 
keeping seal and the signature: 

The Joseph Lay Company, Portland, 
Ind. 

Broom makers since 1876. 


® More nutzenboltz. On the back of the 


cover we find more copy: The first block 
says: 


of the Very Best Quality 

BROOM CORN 

NATURAL COLOR 

Rotten corn can be dyed 
GREEN-RED-PURPLE-OR PINK 
BUT IT’S STILL ROTTEN 


That unquestionably is nutzenboltz. 

Then we have the conventional money- 
back guarantee—more nutzenboltz—and 
a block of copy that reads: 

“Removes threads, pet hairs, etc., where 
mechanical devices fail. Does not pull the 
nap, Saves .:- nds, blisters and backaches. 
Why swing pounds of excess weight?” 

That, of course, is nutzenboltz. Finally, 
they’ve used the sides of the broom cover 
for two false whisker lines: A Sweet Sweep 
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and Operation Smooth Sweeping. 

Incidentally, this is pretty good evidence 
that even such a prosaic product as a broom 
can be given a personality all its own. 


s The purpose of nutzenboltz is obvious. 
It’s simply the business of stating, in hon- 
est, believable fashion, the benefits the 
prospect may gain by possessing the pro- 
duct. 


Why False Whiskers Help 


As to false whiskers, there are several 
important reasons for their use. 
@ One is to make the cold logic more pal- 
atable. 
e A second is to influence the prospect to 
develop a liking for the company and pro- 
duct on an emotional plane. 
e A third reason for the false whiskers 
is to give the client and product an iden- 
tity, a personality of their own, so the ad- 
vertising can never possibly be mistaken 
for that of the competitors. 
e A fourth reason is that good false 
whiskers can help the product get written 
about and talked about, and bring in un- 
solicited consumer fan mail, all of which 
has an indirect but very beneficial effect 
on product sales. 
e Still another reason is that good false 
whiskers can greatly contribute to the be- 
lievability, the conviction of the advertis- 
ing. But the reason that may be most im- 
portant of all is that false whiskers, when 
well done, can keep the prospect’s atten- 
tion for the entire duration of the sales 
message. The false whisker concept . . . 
whether you call it by that or any other 
term ... is relatively new, but not as new 
as the motivational researchers would have 
you believe. 


s Now let’s contrast today’s automobile 
advertising with package goods advertis- 
ing—again, just as hastily and unscien- 
tifically. 

Here we're back in 1906 with this page 
of ads from McClure’s magazine. These 
food and drug ads are quite like the auto 
ads from the same era, because these, too, 
are remarkably devoid of anything re- 
sembling false whiskers. The difference 
in product personality was achieved, if at 
all, on the plane of logic alone. 

But look what’s happened by 1920. This 
ad for Mennen’s shaving cream is loaded 
with false whiskers. In the headline, the 
illustrations and then throughout the en- 
tire ad, interspersed with the nutzenboltz, 
is copy that intrinsically has nothing to 
do with the product, but that holds your 
attention, adds to the believability. And 
now in 1957 we find food and package 
goods advertisers using false whiskers in 
absolutely brilliant ways—not at the ex- 
pense of the nutzenboltz, but beautifully 
woven in with them. 


# False whiskers can take many forms— 
humor, drama, human interest—but they 
stem from the creative imagination of the 
advertising creator rather than anything 
intrinsic in the product. The creative man 
who can really make false whiskers work 
is mighty hard to come by. More often 
than not, he makes one of two mistakes, 
or possibly both. 

The most common mistake is that of 
believing that the false whiskers in them- 
selves are sufficient. The nutzenboltz 
aren’t necessary. I notice, particularly, 
that the current crop of creative people 
who have been converted by the present- 
ly-popular evangelists of the subconscious 
subscribe to this notion. They believe all 
of man’s actions are dictated by emotion, 
But these poor misguided souls have 
missed one very important point: Even 
the hidden-persuader head-shrinkers ad- 
mit that logic enters into persuasion. 


s True, they say people use logic after the 
fact, to justify the decision already made 
on an emotional level. Whereas the old 
school of admen believe the logic comes 
first. 

I don’t think it’s too important which 


you believe, so long as the logic—the nut- 
zenboltz—are present. 

Advertising that is all false whiskers is 
like lemon pie with the lemon missing. It 
may look gorgeous, but it lacks something 
essential. Such advertising may work tem- 
porarily, just as a high-powered skyrocket 
or Roman candle can brilliantly illuminate 
the surroundings for a brief period. That 
is particularly true when your product has 
little or no advertised competition. The 
need for nutzenboltz may not be apparent 
at first. But over the long haul, you've 
got to have them. But many creative peo- 
ple have difficulty in understanding or 
accepting this point of view. 


® Here is a completely false whisker, nut- 
less, bolt-less ad that appeared in the Au- 
gust issue of Family Circle. The headline 
Says: 

“It’s a fabulous house with beamed ceil- 
ings, three baths, PR and everything.” 

That has to be false whiskers, because 
there most certainly aren’t any nutzen- 
boltz in that line. The copy, in its entirety 
says: 

“Just proves a home is not complete 
without the nice little touches; Powder 
Room is one of the nicest.” 

We must call that false whiskers, be- 
cause, so far, we don’t even know what 
they’re advertising. What is the product? 
It’s not easy to find out. But if you try 
hard you can guess, Down here in the low- 
er right hand corner is an illustration. 
You can’t exactly tell what it is, but it says 
“Powder Room.” Then down at the very 
bottom of the ad is a little confidential line 
of copy that says: “Each package a full 
4,000 sheets of soft two-ply tissue.” 

So when you put those two things to- 
gether, I figure it wouldn’t be in good taste 
to come right out and say so. You can tell 
right off that the client is the sort of per- 
son who always refers to the bathroom by 
cute, clever names. You know, like “Where 
can I brush my teeth?” or “Where’s the 
telephone booth?” 

I can tell you for sure you’d never get 
invited back to his house if you came right 
out and said, “Hey Joe, where’s the can?” 


s Now, the second most common mistake, 
or shortcoming, of the would-be false 
whisker writer is inadequacy. The funny 
stuff fails to be funny, the dramatic stuff 
isn’t dramatic and the human-interest 
stuff doesn’t become human. 

Up in Medford, Ore., we have a client— 
not a big advertiser, but a very good one, 
with good products. Harry and David sell 
Royal Riviera pears and the Fruit of the 
Month Club and other products of their 
Bear Creek Orchards as Christmas gifts. 
It’s strictly a mail order operation. 

Their advertising is all first-person 
copy: Harry and David talking to you as 
individuals. It’s full of humor, whimsy, 
human-interest stuff and other seeming 
irrelevancies—what we cal] false whisk- 
ers. But it’s surrounded with a great many 
more rules than the ones I’ve mentioned. 
These are very strict rules that we quite 
frequently remember to use. 


# I'd like to give you the seven rules by 
which we bring—or try to bring—believa- 
bility and conviction to our advertising: 

1. Freely admit to the shortcomings and 
deficiencies of your product. It’s often dif- 
ficult to get clients to buy this idea, but 
it’s worth the effort, It’s quite disarming 
to freely admit, for example, that your 
pickles or peanut butter will not filter 
their smoke, make people’s hair curly or 
do much, if anything, to help their love life. 

An admission of weakness, whether fa- 
cetious or serious, relevant or irrelevant, 
gives a great deal more strength to the 
serious claim that follows. Furthermore, 
we know that people absolutely detest 
seeming perfection in other human be- 
ings, so when your product openly confess- 
es that it falls a little short of being per- 
fect, it gains a more likeable, believable 
human quality. 


2. Don’t denounce your competitors. It 
isn't believable. It isn’t necessary. It’s an 
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The Creative Man's Corner... 


to speed up your own. 


A Salute 


mam. .ofo—the world's first electric watch! 


B's me secret that eleew icity i> the beet way te rue writ wat Greater accurney. 
Fewer parm Lose com But woe real news carly this year whee Hamilton sm 
fret te produce the oeetce ene Your Hemilioe jrweles will tH you move about 
title, the biegent watch mews ie 477 yeamn (Leafs wm right? Spmtre, O15; Venture | 
$900; Von Hom, $175. Hamster Watch Company, Lenrader, Pennsylvania. 
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THE WATCH FINE JEWELERS @ECOMMEND MORE OFTEN Tram any OTHER 


This ad for the Hamilton electric watch heartens us. It makes us feel that 
maybe we'll not only catch up to the Russians in space satellites but surpass 
‘*em—even launching one with a picture window. 

To the best of our knowledge, the Swiss and domestic makers of non- 
jeweled timepieces had just about ruined the American quality watch indus- 
try. Typical of final, despairing attempts at salvation was the attempt on the 
part of U. S. watch manufacturers to enlist the government’s aid to either cut 
down Swiss imports or make tariffs prohibitive. 

Now comes the only possible answer to such a situation—a new idea—plus 
bold, new styling. Somebody at Hamilton has apparently sat down and decid- 
ed that the way to stay ahead is not to slow down the pace of competition but 


Funny thing about us Americans. Once we get it made, we become awfully 
stuffy and conservative. And fat between the ear drums. Competitive as hell 
on the way up, now we want to go it without competition. Only improvement 
doesn’t come about that way—and the public is far from served. 

Messrs. Hamilton of Lancaster, Pa., we salute you! # 


unpleasant hangover from the advertising 
techniques of 50 years ago. Have you ever 
noticed, in Ogilvie’s Hathaway shirt ads, 
the complete absence of corny compari- 
sons with other shirts? And you know how 
successful that campaign is. In our own 
advertising for hot Ralston, we freely ad- 
mit that other hot cereals deserve a place 
in your kitchen. We simply ask that you 
serve Ralston once or twice a week, for a 
change. It seems to be working. 


3. Avoid the sly, tricky phrases, de- 
signed to get things past the scrutiny of 
Pure Food and Drug, or FTC. The con- 
sumer is smarter than he often is given 
credit for being. For example, what do 
you mean when you say a certain product 
will “Take care of” up to twice as much 
stomach acid? Does “take care of” mean 
that it gets rid of it, camouflages it or 
gives it new life and vigor? Stay away 
from weasel words. 


4. Talk to one person instead of your 
presumed vast audience. On television, 


particularly, the familiar terms, “Yes, 
Friends,” and “Ladies and Gentlemen” 
are well calculated to make any viewer 
feel that this message is not for him or 
her. 

5. Don’t—and this applies only to tele- 
vision—don’t spread your announcer too 
thin. The salesman who is seen advertis- 
ing toothpaste on Monday, cigarets on 
Tuesday, automobiles on Wednesday, 
stomach pills on Thursday, and so forth, 
loses his believability. Regardless of how 
able he may be as an announcer, the 
viewer, consciously or otherwise, cannot 
believe that one guy could genuinely en- 
dorse so many unrelated products. 

6. Humor, when properly done, can 
greatly add to the climate of believability. 
But be careful. When it’s poorly done, it 
can do more harm than good. 

7. Throughout the advertising, main- 
tain a basic attitude of trying to win 
friends and customers rather than to 
simply make sales of the moment. # 
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THE AMERICAN MALE: 
WHAT ! 
MAKES HIM 
WORK | : 
80 HARD? | 


He enjoys higher pay, shorter hours, more comforts and /ess relaxation than any other man in the world. 
Why the paradox? What drives him? His Puritan heritage? Ambition? His wife? In the current Look, 


a thoughtful article poses the questions and comes up with some thought-provoking answers. 


The American Male: Why Does He Work So Hard? is part of a LOOK series on man’s changing role 
in our changing society. By exploring that role, LOOK adds another compelling chapter to the exciting 
story of people. The powerful appeal ¢o people rough people helps explain why LOOK reaches one of 
every five Americans aged 10 and over—more readers per advertising dollar than any other major maga- 


zine ... why LOOK is such a big, efficient salesman for the products and services of American industry. 
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Advertising Shown for Financial Groups 


The tabulation below gives a good indication of the advertising ex- 
penditures of 33 financial groups, such as banks, savings and loan as- 
sociations and real estate agents. 


The listings give the average percentage of combined receipts (in- 
cluding receipts from interest and dividends) that is invested in ad- 
vertising by certain types of financial institutions in the U. S. 


® The source data was developed by the Internal Revenue Service 
from corporate tax reports for 1954. The figures below represent a re- 
finement of a tabulation published earlier by ApverTIsING Ace (AA, 
Jan. 13) and showing the percentage of sales invested in advertising 
by 282 separate product classifications. 


Comments by AA readers have called attention to the fact that per 
cent of sales is frequently not a significant yardstick for measuring 
advertising activity by financial, insurance and real estate companies, 
etc., which secure much of their income from sources other than sales. 
So ADVERTISING AGE has compiled the following listing based on fac- 
tors that are significant for such institutions—that is, combined re- 
ceipts including interest and dividends: 


Industry Per Cent 
Finance, Insurance, Real Estate and 
Lessors of Real Property .................... 0.80 
PED ieiinstissitisinecsitrieantigtrnitedaabenectnsitintin 1.27 
Banks and Trust Companies .......... 1.22 
Banks and Trust Companies Other 
Than Mutual Savings Banks ........ 1.24 
Mutual Savings Banks .................... 1.09 
Credit Agencies Other Than Banks.... 1.89 
Savings and Loan, Building and 
MII -cssnepicisenebiailibeclanenticncionnes 2.47 
Personal Credit Agencies ................ 2.27 
Business Credit Agencies ................ 0.41 
Other Credit Agencies .................... 1.02 
Credit Agencies and Finance 
SEE III (hi inccidenwncniscnebeacsncssiien 1.04 
Holding and Other Investment 
I inion snncticnensstiadindbbinitnnimensenees 0.07 
Operating-Holding Companies ... 0.06 
Other Investment, Holding 
SE IIIIIIIL  cnnsccstusnibpstaseonnetsatsnniinasasnnass 0.07 
Security and Commodity-Exchange 
Brokers and Dealers ..................:.00000 0.92 
Insurance Carriers and Agents ............ 0.21 
Insurance Carriers .............ccccccccceeeeee 0.13 
Life Insurance Companies .............. = 
Mutual Insurance, Except Life, or 
Marine, or Fire Insurance Companies 
Issuing Perpetual Policies ................ . 
Other Insurance Carriers ................ 0.18 
Insurance Agents and Brokers ........ 1.23 
Real Estate, Except Lessors of Real 
Property Other Than Buildings ........ 0.89 
Real Estate Operators, Including 
Lessors of Buildings ....................... 0.30 
Developers of Real Property, Includ- 
ing Traders on Own Account ........ 1.58 
Real Estate Agents, Brokers, 
IIE sashsctilhctiedudiestipsitentatisirenivers 6.34 
Title Abstract Companies ................ 1.31 


Other Real Estate, Except Lessors of 
Real Property Other Than Build- 


a RINE — Sens re Oe 2.80 
Lessors of Real Property, Except 
| EEE ee ee 0.03 
Agricultural, Forest and Similar 
PD setcertcitnnnienttithitiiniaienmtenses 0.02 
’ Mining, Oil and Similar Properties 0. oe 
ae Railroad Property ..........:c:sssses0: 
' Public-Utility Property .............0..... . 
Other Real Property, Except 
I  biciiicbeissetiinltssinsiintiientsesesccenesese 0.12 
*Less than 0.01% 


Some Mistakes and Boners 
in Use of Direct Mail : 


By Elon G. Borton 


Direct mail experts generally agree that 
the letter is the heart of any mailing— 
that very rarely will a mailing be as ef- 
fective without as with a letter. Yet of 19 
mailings received in the last two weeks, 
answering my inquiries 
sent in response to mail 
order ads, nine contain 
no letter. These eight 
rely on circulars, cata- 
logs or other enclosures 
and neglect the addi- 
tional power of a letter. 

Most of the 19 also 
fail to take advantage 
of the vacant space on 
the envelope, even 
though several have large envelopes with 
unused space equivalent to two letter 
pages. Many companies have found il- 
lustrated envelopes helpful where they 
ean fit the illustration or copy in with 
their product. 

Thus a recent subscription solicitation 
by Look magazine uses the back of its 
8% x 11” envelope for its letter and the 
front for three special short messages 
about the offer. 


Elon G. Borton 


s A nursery mailing covers its even larg- 
er envelope completely, except for a post- 
card-size address space, with colored 
pictures and copy and prices for its flow- 
ers. A Popular Mechanics mailing envel- 
ope has half its front covered with a 
message selling the advantage of reading 
the inside conients. 

An advertising solicitation from Succes- 
ful Farming is composed of a plain No. 6 
unprinted envelope with a label address, 
a four page two-color folder and a one 
page printed letter in the folder with no 
personalizing. Part of the folder is a sim- 
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ple calendar for the recipient to hang on 
a wall as a reminder. But nowhere in all 
the contents (letter, folder or calendar) 
do I find the address of the company, 
except in very smiall print on the envelope 
label. If the envelope should be thrown 
away, the recipient will have to find the 
address elsewhere. 


® An answer from the Western Pines 
Assn. encloses six beautiful little + ‘klets 
illustrating the use of pine in p lling 
or other woodwork. But there is no letter 
or message urging the use of pine or tell- 
ing where or how to get the pine or the 
service. And the mailing is crowd into 
a No. 6 plain envelope with a printed label 
address. A little more money sr 2 
a letter and attractive envelope 

have added much to the impact o. 
mailing. + 
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Looking at Radio and Television ... 


Culture, Clients, Cash and Customers 


By the Eye and Ear Man 

As this is written there is a large rubber 
question mark hanging over the sponsor- 
ship of the “Voice of Firestone,” a program 
with a long and honorable record of trying 
to elevate (in a sort of tea musicale way) 
the American audience’s taste. 

The show is smoothly produced, features 


sugary semi-classical fare and talent. It 
contains theme songs written by the late 
Mrs. Firestone, who ought by now to have 
a top Ascap rating. It is a program which 
needs no apology at the Polo Club. It fails 
to reach a large audience. This is mostly 
because the cultural overtones are not re- 
garded as entertainment by the bulk of the 
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WDSU-TV gives you, the picture 


Mardi Gras, depicted here 
in a Paul Ninas painting 
from the WDSU Collection, 
is only part of the complex 
picture of New Orleans, 

the one city in America 


famous for being different. 


Backed by years of experience, 
WDSU-TV can help advertisers 
get the picture of these 
important differences. (Don't 
schedule promotions around 
February 18—the whole town 
turns out for Mardi Gras. 

But you could promote iced tea 
in October.) 


And in New Orleans, 
WDSU-TV'’s picture gives 

you the market most efficiently. 
Day after day, night after night, 
people watch WDSU-TV 

more than all other stations 
combined. 

(ARB Oct. 30—Nov. 26, 1957) 
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public—unwashed and unsung-to—de- 
spite the wishful thinking of the eggheads. 

Tires are bought by everybody—not 
just lovers of classical music. They are 
basically a man’s purchase, and it would 
seem that a virile western with a rating 
four or five times as big would be a better 
way to sell tires to men. Note, for instance, 
that print copy stresses ruggedness, Fire- 
stone’s record at the Indianapolis races, 
etc. 


® One of the beneficiaries of Firestone’s 
devotion to culture is the “Danny Thomas 
Show”; it has helped Danny Thomas, who 
is in a competition time slot, get into the 
top ten circle. It may be sad that the 
“Voice of Firestone” can’t reach a ratings 
pinnacle, but it hasn’t and probably won't. 
It’s also true that this kind of show is 
better in radio than in television; it is 
static by nature, and the sight element is 
relatively unimportant. 

It’s hard to divorce critical reaction 
from sponsor loyalty in this kind of situa- 
tion. The “Mike Wallace Interview” is a 
case in point. As a local New York late 
show it got high critical notices from 
insomniac editors. Its content was sophis- 
ticated, daring and often unclean. When 
it switched into a network, it was tried at 
10 p.m. on Sunday, then Saturday. Result, 
mainly negative. 

Why? Well, the show was never a great 
rating success in New York—the good 
movies did much better. Second, the sub- 
jects an interview can get away with in 
New York—homosexuality, alcoholism, 
and various criminal causes—cannot be 
translated nationally. Nor does a talented 
announcer make a lovable national per- 
sonality to represent a product. Finally, 
the inquisition methods may cause a nega- 
tive reaction on the part of the audience. 


® Little shows rarely do well in a mass 
medium. Neither do shows that have an 
educational, didactic or propaganda base. 
The tired laborer who constitutes the bulk 
of the tv audience doesn’t want to hear 
bad news or be preached at—he wants to 


Tips for the Production Man... 


laugh or watch them bad guys get it from 
a Colt .45. 

Critics gave the Patrice Munsel show a 
great boost. “Simply dahling,” said the 
Vassar girls who write anonymously for 
the slick magazines. “An opera star with 
sex and charm,” said the sophisticated 
journalists in the metropolitan newspa- 
pers. “Nuts to that uptown broad,” said 
the guy in his underwear with the can of 
beer, who makes up so much of the audi- 
ence (as the advertiser is reminded here 
again). 

Once more—despite Miss Munsel’s neat 
appearance in leotard and opera hose— 
this show is being produced to entertain a 
select group of sophisticated people, who 
are at home in the Detroit Athletic Club. 
It demonstrates the axiom that, if the 
sponsor likes the show personally, if the 
advertising agency finds it attractive, and 
if the big-town critics applaud it, it’s prob- 
ably slated to flop with the mass audience. 


s It may be argued that this show is a 
better environment in which to sell Buicks 
than high-rated “Wells Fargo.” This pre- 
sumes that Buick wished to reach a snob- 
bish minority of people. Buick is supposed 
to want to sell to everybody, and it would 
do better with a show aimed to reach 
everybody. Better to follow the choice of 
the mass audience than to try to upgrade 
them. 

Buick has made a survey in Detroit 
which indicates that the Munsel program 
does much better there than ratings show 
it nationally. This seems to confirm the 
earlier analysis. After all, automobiles are 
made in Detroit, but sold nationwide. 

The Munsel show has grace and origi- 
nality, albeit a little artsy-craftsy, and 
somewhat dated and cute in its tricks. But 
it doesn’t have the suspense, virility and 
continuity to appeal to a large group of 
people. 

Advertisers who want to jack up the 
popular taste can always turn to sympho- 
nies and museums. Television probably 
isn’t the medium for it—certainly not if 
you want to sell the millions. # 


A Page Has Two Dimensions 


By Kenneth B. Butler 

A page has two dimensions. Sure, any- 
body knows that. A page is up and down 
and a page is crossways. Columns run 
up and down and type lines should read 
from left to right. 

Within these narrow confines, typog- 
raphers and layout folks have done right 
well. There are plenty of variations so 
that our presentation never needs to get 
stilted. 


——T ee pus! non aon na tah to ot . 
Susser ~~ roger. 
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A BOLD NEW APPROACH—Bottom of the page is not a no-man’s-land in this issue of Lino- 
type News. Ingenious treatment carries you over more than two spreads. A means of 
giving special emphasis to this special column, the device also ties facing pages together. 


Yet, every once in a while someone 
starts a whole new trend of thinking by 
breaking the rules. At least, they get at- 
tention and are credited with being cre- 
ative. 

Edmund C. Arnold is consulting typog- 
rapher for the Mergenthaler Linotype Co. 
Along with other duties he edits The Lino- 
type News. Having an experimental show- 
case, he does not hesitate to pioneer. This 
he has done most interestingly in the 1957 


fall issue of that publication. 

He has taken the bottom third of his 
area on a double spread and has featured 
a column of material running the wrong 
way of the page, which is to say hori- 
zontally. It is most arresting. Sure, you 
have to turn the page in order to read it, 
but the point is, you can’t resist the temp- 
tation to do so. 


= Mr. Arnold has accomplished at least 
two objectives in this little trick. First, 
he has enlivened an area of the page 
which is usually pretty dead. Second, he 
has most dramatically created a double 
spread, tying the two facing pages to- 


Salesense in Advertising ... 


85 


gether in such a way as to add a new di- 
mension. 

The nature of his material (short items) 
prevents him normally from using the 
double spread technique. With this de- 
vice he is able to do it. 

The column of material so treated ran 
across two spreads and part way onto a 
fifth page. On the concluding page he 
carried out the theme on two columns; 
then let the third column of his regular 
page carry to the bottom type margin in 
normal manner. 

It’s a pretty neat idea and if you have 
the same problems as Mr. Arnold you may 
want to give it a try. # 


Nabisco Tells the Consumer the 
Reason for Premiums 


A message to Mothers: 


Why we put premiums in 
Nabisco Shredded Wheat 


Frankly, we'd forget about premiums if 
we thought your child would sit still for 
a long story about food. 

Then we would tell him straight out 
that Nabisco Shredded Wheat fills his 
nutritional needs as no other cereal can. 
That it’s high in health-giving proteins, 
yet very low in fat. 

We would show him that children, 
even more than adults, need a square 
meal in the morning, And that Nabisco 
Shredded Wheat gives this to him be- 
cause it’s wheat, all wheat, oven-toasted 
to a turn. 

But long before we reached the oven- 
toasted words, your youngster would be 


By James D. Woolf 
Advertising Consultant 

The accompanying Nabisco Shredded 
Wheat advertisement was prepared es- 
pecially by Kenyon & Eckhardt for The 
Reader’s Digest. 

It is the first advertisement, to the best 
of my knowledge, that 
has ever attempted to 
explain to parents why 
premiums are so essen- 
tial in the promotion 
of breakfast foods. 

No one has had more 
to do with premiums— 
or has done more soul- 
searching about them 
—than the people who 
make and sell break- 
fast foods. “Sending in a boxtop” has be- 
come a part of American lore; searching 
through the flakes for the plastic toy has 
replaced the sticky digging through 
Cracker Jack as the great national 
treasure hunt. An industry has grown up 
to supply the squirting rings and ray guns 
which the cereal people, in competitive 
self-defense, have had to buy and dis- 
tribute by the carload. 


shooting it out with a TV cowboy. So 
we put premiums in the box to entice 
him into getting just the right kind of 
nourishment, 

Actually premiums mean a lot of extra 
work for us. But children love them. And 
if premiums encourage a child to eat 
even one bowl of Nabisco Shredded 
Wheat that he might otherwise have 
turned down, we feel they've done their 
job. Don’t you? 

So remember, pick up a package of 
Nabisco Shredded Wheat next time 
you're shopping. It's the original shred- 
ded wheat. You'll spot it by the red 
Nabisco corner seal, 


Now, one of the leading companies, 
Nabisco, candidly tells the nation why it 
is in the toy business as well as in the 
breakfast food business. It’s an adult mes- 
sage; a realistic, but pleasantly made ex- 
planation—one which should give a lot 
of people a great deal more understand- 
ing and respect for the companies which 
give their children hats with propellers on 
them. 

“Frankly,” says the copy, “we'd forget 
about premiums if we thought your child 
would sit still for a long story about 
food ... But long before we reached the 
oven-toasted words, your youngster would 
be shooting it out with a tv cowboy. So 
we put premiums in the box to entice 
him into getting just the right kind of 
nourishment . . . And if premiums en- 
courage a child to eat even one bowl of 
Nabisco Shredded Wheat that he might 
otherwise have turned down, we feel 
they’ve done their job. Don’t you?” 


= Most people, of course, already know 
why premiums are used, but to whom- 
ever the ad is not revealing, it should be 
at least refreshing, certainly readable, 
and, we believe, laudable. + 
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Thomas Named Agency Head | Advertisers Are at 


Gordon S. Thomas, formerly a 


vp, has been named president of Fault for Bad Ads, 


Richardson, Thomas & Bushman, 


Philadelphia, succeeding George D. Says Walter Guild 
Feb. 


Richardson, who has resigned to 


join the administrative staff of TACOMA, 


|know for sure, either,” he contin- 
ued. “The advertising man doesn’t 
| live who can predict with absolute 
certainty that such and such a 
campaign is going to work. But at 
least he has had years of special- 
12—The ad- ized experience to condition his 


Central Bucks Joint Schools, Doy-_| Vertiser is responsible for much,} guesses. He is a fulltime practi- 
lestown. Pa. Other officers remain if not most, of the bad advertising | tioner.” 


the same. 


|today, according to Walter Guild, | 


president of Guild, Bascom & Bon-|# An advertiser is a practical man, 


figli. 
Copley, Robotham Merge 

Copley Advertising Agency and written 
Robotham Advertising, 


| . 
rather than a creative one, Mr. 


“Much advertising today is not! Guild said. “Yet this practical man 
to produce 
Boston Guild told the Tacoma Adclub to-!on all creative aspects of his ad- 


sales,’ Mr.| usually makes the final decision 


agencies, have merged and will oc- day. “It is written to please the vertising.” 


cupy offices at 143 Newbury St. | advertiser. And a staggering num- 
The agency will continue to be ber of advertisers don’t know good advertiser is 
Copley Advertising advertising from bad. 

“I'll admit advertising men don’t servatism in his advertising, Mr. 


known as 
Agency. 


Because of his practicality, the 
inclined to expect 
logic, order, rationality and con- 


THE INQUIRING ADVERTISER: 


“What! I'm Overlooking 
the Biggest Market 
of Its Kind 7" 


Answered by Bert Ferguson 
and Harold Walker, of 
Radio Station WDIA, Memphis 


QUESTION: I’ve been told that I'm overlooking the 
biggest market of its kind in the entire country! 
How can I sell this market ... as a unit... with 
just one medium? 


otA Mr. Ferguson: The 1,237,686 Negroes 
within WDIA’s coverage make up the 
largest market of its kind in the entire 
country ... nearly one-tenth of all the 

Negroes in the United States! 

Mr. Walker: And one medium, WDIA— 
by programming exclusively to these Negroes—influ- 
ences this high volume, sales responsive market to stop, 
listen, and buy . . . as a unit! 

Mr. Ferguson: WDIA sells this Negro market because it 

is the one medium in the area uniquely tailored for 

them. WDIA’s all-Negro staff—dise jockeys, announcers, 

musicians, and MC’s—entertains for the Negro alone and 

doubles as a high-powered sales force. The Memphis 

Negro responds with unswerving loyalty, backed by a 
vigorous purchasing power! 


(! 


Mr. Walker: With an earning power 
of $616,294,100 last year, Memphis Ne- 
groes spent, on the average, 80% of 
this income on consumer goods! 


wis 


Mr. Ferguson: You can’t sell this market effectively with 
any other radio station, because the Memphis Negro 
listens first and foremost to WDIA! Within one_year 
after its change to exclusive Negro programming, WDIA 
jumped to first position in overall audience in every 


rated time period. It has consistently maintained top 
bracket ranking in Memphis ever since. 
Mr. Walker: Low Negro newspaper 
readership and low percentage television 
ownership among Negroes mean that 
you don’t reach the Memphis Negro ef- 
fectively with these media. 


Mr. Ferguson: With the only 50,000 watt 
=} transmitter in the area, WDIA combines 
= Vi power and coverage with powerful per- 


sonal appeal and hard-hitting salesman- 
a) ship-to act as a high-powered selling 
Ht force to the largest Negro market in 

America! 
Mr. Walker: WDIA and WDIA alone dominates com- 
mercial contact with these potential customers, with 
their annual $616,294,100 buying power! WDIA and 
WDIA alone can—and does—deliver this portion of the 
Memphis trading area to you as a unit. 
Mr. Ferguson: The Negro has become a vital factor in 
the industrial and commercial development of Memphis. 
His buying power manifests itself in his buying habits— 
his steadily increasing consumption of consumer goods. 
Mr. Walker: According to a 129-city survey by one of 
the country’s largest corporations, Memphis ranks first 
in ratio of total Negro to total white income! In Mem- 
phis, there is $28.79 of Negro income for every $100 of 


white income. Compare this with $6.59 for every $100 in | 


New York . . . $7.89 for every $100 in Chicago! 

Mr. Ferguson: WDIA consistently carries a larger num- 
ber of national advertisers than any other radio station 
in Memphis. Take it from 52-week-a-year advertisers 
like Chesterfields, Carnation Milk, Kroger Stores, and 
Taystee Bread . the Negro is listening! 

Mr. Walker: And the Negro is buying . . . on an over- 
whelming scale. He’s buying 47.3% of all the bread sold 
in Memphis . . . 52.5% of the shortening . . . 50.1% of 
the hand lotion and cream! 

Mr. Ferguson: A share of this $616,- 

294.100 market can be yours! Drop us 

a line ... tell us what product you 6 
want to sell. 

Mr. Walker: Let us show you how 

you can reach and sell the largest 

Negro market in the country .. . 

as a unit! 

WDIA is represented nationally by John E. Pearson 
Company WDIA 50,000 WATTS 


Se lacs 


as the original, but note that the 
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Advertising We Can Do Without... No. 39 


Any Vitamin Compound 
bottled under another Ic 
sumer can almost alway 
with the exact formula | 


BEARING THE ABOV 
TEE...“JENASOL CA 
MOST COMPLETE NU 
where in the U.S. tc 


USE JEN ane MNATECTED BY THIS POSITIVE 
ILLEGIBLE SEAL—Shown here is a portion of an insert in a mailing for 
the Jenasol Co., New York, all of which most of us would be glad 
to do without. The section reproduced here is shown the same size 


“seal of approval” indicating that 


the product is “laboratory tested & approved for potency & quality” 
is so poorly reproduced that there is no chance whatever of discov- 
ering who issued the “seal of appraval.” 


“let’s follow the other fellow” atti- 
tude. ; 

“Great advertising may be based 
on logic,’”’ Mr. Guild said, “but it is 
seldom logical in execution. Great 
advertising very often seems dis- 
orderly to the logical mind—irra- 
tional to the unimaginative. And 
following the leader is a losing 
game.” 


field must assume some of the 
blame for bad advertising, the 
agency president avers, because 
they sometimes fail to take a firm 
stand on their convictions of what 
type of advertising will do the 
best job. 


s “What I am saying is: Too often 
the advertising man lacks guts; he 
| is afraid to risk his bread and but- 
iter,” he continued. “Such coward- 


NO. 7 OF 
A SERIES 
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J. H. Hunter, Advertising Director 


4321 N. Central Expresswoy 
1-312) 


420 Lexington Avenue 
New York 17, MUrray Hill 4.3340 


500 N. Broodway 


Oklichomo City |, CEntro! 2-33)! 


Agency men and others in the} 


Guild contends, which leads to ajice is not only debatable ethics— 


jit is not even good business. 

| “How can [the advertiser] with 
;confidence assign responsibilities 
to an advertising man who does 
not have enough professonal dig- 
nity or confidence in his own rec- 
ommendations to uphold them?” 
Mr. Guild said he does not favor 
|the advertiser giving the agency 
ja “blank check” with regard to 
running the campaign. 

| “Tam merely suggesting that the 
| advertiser will get far better re- 
|sults for his advertising dollar if 
|he encourages creativity, and nev- 
‘er by his own actions discourages 
| or inhibits the imagination or crea- 
|tive talents of advertising people 
| with whom he works. 

“He will get maximum results 
when he engages expert counsel 
and gives them understanding, 
‘confidence and freedom.” # 


Broadcasters’ Promotion Assn. 
Appoints Convention Chairmen 

John F. Hurlbut, promotion 
manager, WFBM and WFBM-TV, 
Indianapolis, and Don Curran, 
promotion manager, KTVI, St. 
Louis, have been named chairmen 
for the 1958 Broadcasters’ Promo- 
tion Assn. seminar. The 1958 meet- 
ing, its third annual convention, 
| will be held in the Chase Hotel, St. 
Louis, Nov. 16-19. 

BPA also has named Howard 
'Meagle, WWVA, Wheeling, W. Va., 
to head the membership commit- 
tee, which will conduct a drive to 
raise the group’s membership to 
600 by the year’s end. Nine region- 
jal chairmen who will assist Mr. 
| Meagle include James Kiss, WPEN, 
Philadelphia; Ken McClure, 
| WMBR, Jacksonville, Fla.; Marian 
| Annenberg, WDSU, New Orleans; 
| Roy Pedersen, WDAY, Fargo, N.D.: 
| Montez Tjaden, KWTV, Oklahoma 
|City; Janet Byers, KYW, Cleve- 
land; James Barker, KBTV, Den- 
ver; Edward Morrissey, KIMA, 
Yakima, and Harvey M. Clarke, 
CFPI., London, Ont. 


Van Heusen Sets Big Budget 
Phillips-Van Heusen Corp., New 
York, which has budgeted a re- 
ported record $2,250,000 for 1958, 
plans a_ spring campaign in 
consumer magazines. Four-color 
pages, using the theme, “It’s great 
to be alive,” will stress the entire 
Van Heusen men’s wear line. The 
agency, Grey Advertising, said 
this is “the first ‘mood’ cam- 


paign for an entire line in apparel 
advertising history.” Magazines to 
be used include Esquire, Look, The 
| Saturday Evening Post and Sports 
| Illustrated. 
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Advertising Age, February 17, 1958 


Ex-Adman Grosart Seen as Establisher of 
Promotion Techniques in Canadian Politics 


Ortawa, Feb. 11—Alister Gros- 
art is often described as the or- 
ganizing genius behind the Pro- 
gressive Conservative Party’s suc- 
cessful bid in wrenching the reins 
of Canadian government from the 


Liberal Party last June. 


But when the 1957 campaign is 
forgotten, he probably will still be 
remembered as the professional 
adman who made public relations 
techniques and philosophy an in- | 


tegral part of Canadian politics. 


It’s a safe bet that no major po- 
litical campaign will ever be un- 
dertaken again in Canada without 
the weight of a full-scale pr pro- 


gram behind it. 


® And the model protagonist for 
those future battles will be the 50- 
year-old Scotsman who has been, 
in turn, a news- 
paper man, music 

radio 
govern- 


publisher, 
writer, 
ment publicist, 


expert. 


Alister Grosart 


country 


with his wide experience, 
played an important part. 


s Alister Grosart thought nothing 
of spending $22,000 to get a news 
story—the air rescue of a well 
known Canadian in the northlands 
in the ’30s—but the Toronto Star, 
where he worked, threatened to 
fire him unless the money could be 
recouped. As news editor of the 
Mr. Grosart 
resold his story to Canadian and 
U.S. newspapers for a total of $27,- 


Star’s news service, 


000. 


Mr. Grosart went into fulltime 
vice- 
presidency of McKim Advertising 
Ltd. He came under the McKim 
tent as director and vp in 1953 after 
organization was 


politics straight from the 


his own pr 
merged with the agency. 


Many years before that he was 
writing an entertainment column 
for the old Toronto Globe and later 


the Globe & Mail. 


In 1933 Mr. Grosart opened his 
own public relations business, the 
second such bureau opened in Can- 
ada. He specialized in entertain- 
musicals 
and songs and infiltrated the busi- 
ness to the point where he was 
made a director of the Canadian 
Authors & 


ment, promoting shows, 


Assn. of Publishers, 
Composers—Canada’s ASCAP. 


s But the fun and enjoyment of 
pushing musicals and songs could 
not hold him. Convinced that pr 
was more than a showpiece for pol- 
itics in general and electioneering 
Mr. Grosart began 
beating the drums for lesser lights 
was 
plucked for bigger jobs in the pro- 


in particular, 
in bye-elections until he 


vincial field. 


He handled public relations and 
Leslie 
Frost in two successful campaigns 
in Ontario. He was behind George 
in a move to defeat John 
Diefenbaker for the leadership in 
1955 Conservative national 


advertising for Premier 


Drew 


the 
convention. 


es Mr. Drew won the convention 
but lost the election. Mr. Grosart’s 
talents had not gone unnoticed. 
When the 1956 convention rolled 
along—after Mr. Drew had retired 
from the party—Mr. Diefenbaker | 


television adman 
and, more recent- 
ly, an election 


Color is writ- 
ten all over this 
figure, who burst 
upon the public 
scene in the sha- 
dow of Canada’s new Prime Minis- 
ter John Diefenbaker. As the dust 
of political battle settled after the 
election upset, the Liberals and the 
realized that the new 
Prime Minister had not done the 
job all by himself. Mr. Grosart, 
had 


his No. 1 drum beater. 

Mr. Grosart was appointed, with 
Gordon Churchill (now Trade Min- 
ister) and George Hees (now 
Transport Minister) to mastermind | 
the drive that eventually brought 
|success for the Diefenbaker camp 
in the November, 1956, convention. 


® Mr. Grosart had just returned to 
his pr and ad work in Toronto when 
the election pot began to boil. He 
was called back and named direc- 
tor of Progressive Conservative 
party headquarters. 

He sweated out the battle at his 
| planning table in Ottawa, while Mr. 
| Diefenbaker toured the country. As 
one Ottawa columnist put it, Mr. 
Grosart, now 178 lIbs., lost 12 lbs. 
during the campaign but traded 
them for 60 new seats for the Con- 
servatives, 

One of the new Prime Minister’s 
first acts was to name Mr. Grosart 
national director of the party, his | 
present post. 

Mr. Grosart is not considered a 
gimmick man. He is guided by a 
belief that public relations—in its 
full philosophical meaning—be- 
longs to politics. 

“There is a tendency now to rec- 
ognize that the essence of politics) 
is public relations . . . because pr 
is the essence of democracy. If the 
public is better informed about is- | 
sues and candidates, voters will be | 
in a better position to cast an in-| 
telligent vote,” he stated. 

He feels that pr in politics must | 
have an important voice in the 
shaping of policy and decisions. It 
must, further, employ all modern 
methods at hand to implement that) 
policy through all available media. 


s “There is a growing demand for | 
more precise information about} 
public issues and more informa- | 
tion about national candidates,” he| 
said. The public wants a full-scale | 
show, “and that’s why the tech- 
niques and devices of experts must 
be brought into play.” 

He does not think that a politi- 
cal campaign, placed in the hands 
of the most skillful experts in pub- 
lic relations and advertising, could | 
|swing the country through their 
masterful techniques. (This kind of 
victory has been attributed, in’ 
some quarters, to Mr, Grosart him- | 
self in the recent Progressive Con- | 
servative triumph. ) 

“The Liberals tried it and lost,” 
he said. “They assumed that the’ 
image of Uncle Louis (nickname 
given to former Prime Minister 
Louis St. Laurent, regarded as the 
model of an honest, hardworking 
statesman) was enough. They 
played up the image successfully 
in two campaigns and thought aed 
could pull it off again. 

“What they forgot was that in| 
the meantime the party brass was) 
becoming disassociated with the! 
grass roots. It didn’t work out. 
Their pr went sour. 

“Basically, a political campaign | 
on behalf of a party is very similar | 
to an advertising campaign. If you} 
haven't got the product, no amount | 
of advertising will sell it.” 


® One would think that Alister 
Grosart is firmly entrenched in the 
position of national director for the | 
PCs until he breathes his last) 
breath. But Mr. Grosart himself! 
has decreed that no man should 
hold that job for more than three | 
years. 

“It’s a job that requires fresh 
ideas all the time,” he said. “The | 
Liberals didn’t realize that, and | 
look what it cost them.” 

He’ll be on the job for a new 
election expected this year, how- 
ever. After that? 

“I don’t know. As you can see 
I’ve never planned my career. But 
|I’ll probably go back in business 


| 
and try to make some money before 


sought the red-haired pr man as|I quit.” + 
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Don’t miss the big parade 
in Greenville 


Who put the green in Greenville, S.C.? American buyers. 
Why, in just one year (’54-’55) retail sales increased over 
$17 million! It’s quite a story. 


Of course, population is up. So is buying power—almost 60% 
in just the past five years. Now look at retail sales— 
jumped 122.7% since 1946. 


A recent survey shows there are more than 250 busy industries 
in this area. Textiles is the biggest. But take a look at some 

of the others represented here: Armstrong Cork, U.S. Plywood, 
Minneapolis Honeywell, General Electric Supply, Pittsburgh 
Plate Glass, The Crane Company. And within the city zone 

of Greenville is the Donaldson Air Force Base—their 

annual expenditures exceed $24 million! 


The future couldn’t look brighter. Eight plants are in the 
process of expanding, three new plants are under construction 
and six have started production. There’s a $5 million highway 
program under way, a $2 million expansion program for 
Southern Bell Telephone and a new $1,700,000 auditorium 
will be ready in June. 


eel = 
The Sunday Picture Magazine 
__—_——————_ 


Parade 


If you want your share of the big boom in 
Greenville, PARADE and the Greenville News 
will give it to you. Each Sunday they call on 
four out of every five homes in town. Each 
Monday they begin to move goods off 
dealers’ shelves. 


PARADE ...The Sunday Magazine 
section of 59 fine newspapers covering 
some 2800 markets ...with more than 
16 million readers every week. 


Represented nationally by Ward-Griffith Company, Inc, 
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The Vo 


Adman Ponders Over Critics 
in Advertising Press 

To the Editor: Is there another 
business as preoccupied with crit- 
icizing, in public print, the other 
fellow’s product? Is there a busi- 
ness other than advertising where 
the trade papers sponsor such crit- 
icism? 

Do automobile companies criti- 
cize competitive makes publicly as 
Mr. Woolf criticizes the Nash Ram- 
bler advertising in your Feb. 3 is- 
sue? Do distillers pick each other 
apart as your Creative Man’s Cor- 
ner works over (same issue) an 
advertisement for Carstairs? 

The airline business is competi- 
tive, but they don’t air each other’s 
faults (?) in public as Andy Arm- 
strong airs his opinions about Na- | 
tional Airlines advertising. | 


This department is a reader’s forum. Letters are welcome. 


ice of the Advertiser 


Of course, your publication is not | Motors Lashes Big 3 Auto Makers 
alone in this heel-nipping practice. in Ad Drive.” This sort of thing 


| Advertising Agency has its Bill Ty- | happens so seldom that AA prints 


ler and Printers’ Ink has its Hal it as news. Even so, no competitive 

Stebbins, etc. makes are mentioned by name in 
Apparently it’s a lot easier to| Rambler advertising. 

take a product apart than to put) - . 

one together. But why do we in ad- Reports Goldblatt Contest 

vertising do so much more taking ‘Outstanding Success’ 

apart than any other business? To the Editor: Some time ago I 


Could this be one reason that cli- : : 
ents become dissatisfied with ef- had the opportunity to read Mr. 


‘ - Weiss’ article that appeared in Ap- 
fective campaigns? Why good | 
agencies lose clients? Why the cli- verTisInG Ace Dec. 30, 1957. I de- 


ent turnover in our business adds | liberately delayed voicing my 


. | Opinion regarding same until the 
a4 to a tremendous waste of busi- | results were in J proper review. 
ness investment of time, effort and It is with a great deal of pleas- 
money? Donald David ure that I can advise you that the 

Campbell-Ewald "Ga worsen A sale was an outstanding success. 
” P We increased way over the Feder- 

P.S. Same issue of ADVERTISING al Reserve-reported figures in our 
Ace carries caption “American | area. This in itself, although it may 


OQUWSIE or LLOURID 
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IMPORTED SOLELY BY GLEN 


A superb blend of 
choice Scotch whiskies selected 
for natural lightness. 
Aging in sherry-mellowed 
casks adds to the 
delicate bouquet —a. rare 

rich flavor! 


HOUSEorLORDS |f 


_ BLENDED 


SCOTCH WHISKY 


MORE DISTILLERIES COMPANY, LOUISVILLE, KENTUCKY 


Wrive tor tree iitwert ated professional 
booklet on COVERMARK ont SPOTSTIK 


LYON CLEARY, HE Dept. 64 M14) Baer S7eh Stewet 


satisfy our personal needs, still 
could leave doubts as to good taste 
of the idea for which I claim au- 
thorship. To this, all I can offer is 
over 700 letters from various sup- 
pliers and other retail organiza- 
tions throughout the country com- 
plimenting our new approach to- 
ward promotion. 

Believe me, it wasn’t the desire 
to win the contest that made our 
suppliers cooperate so completely. 
It was the fact that the idea 
achieved a new interest and stim- 
ulant in a period when all prog- 
nosticators were forecasting gloom. 

I am sorry that you looked at 
this as a trend to a new low, but I 
am happy that our suppliers and 
our customers did not see it in the 
| same light. It is regrettable that 
| you were not aware of the enthusi- 
‘astic reception prior to writing 
your article. 

Milton Handelsman, 
Vice-President—General Sales 
Manager, Goldblatt Bros., Chi- 
cago. 


[Ed: Mr. Weiss’ column described 
Goldblatt’s contest which offered 
three prizes to suppliers whose pro- 
grams enabled Goldblatt buyers to 
exceed quotas on Dollar Day, call- 
ing it “a new low.”’] 


\Gimbels Submits Some 
Appliance Copy 

To the Editor: On Page 1 of your 
Jan. 20 issue, you featured a sad 
story headlined, “Appliance Deal- 
ers Want Ugly Ads: McDermand.” 
You quote this gentleman as say- 
ing that retail appliance ads are 
“terribly bad, ugly, blatant. . .” 

As a very brief reply, I would 
like to submit three recent, suc- 
cessful Gimbel ads. These are not 


stop it... 
I love it... 

you're 
spoiling me 


regular ads, but rather, off-price 
promotions. 

I would also like to add that in 
my four years at Gimbels, we have 
never used a manufacturer’s mat, 
as we consider these ads “terribly 


Irwin Coplin, 
Advertising Production Mana- 

ger, Gimbel Brothers, Phila- 
delphia. 


bad, ugly, blatant . 
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Pimples dry up fast! 
TITVIAN Mw TEL REAM 
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| Spots Similar Themes 
| To the Editor: You have more 
than once unveiled in your pages 
remarkably unfair duplication of 
advertising themes by competitors. 
Wouldn’t these two ads qualify 
for your editorial reproduction, 
when you consider that for years 
Covermark used “Sympathy won’t 
help, Covermark will,” only to be 
reworked now by Shulton, “Wish- 
ing won’t help, but Thylox will’? 
Must it always be that some 
things are “too good to be sacred”? 
Malcolm Hart Jr., 
What’s New in Home Econom- 
ics, New York. 


Says Retailers’ Experience 
Should Guide Manufacturers 

To the Editor: In the Jan. 20 
issue of ADVERTISING AGE, you re- 
port comments by D. C. McDer- 
mand, sales promotion manager of 
Hamilton Mfg. Co. Your headline 
reads “Appliance Dealers Want 
|Ugly Ads” and “Retailers’ Mat 
|Demands Make Company Blush” 
\. . . Furthermore, “terribly bad, 
ugly, blatant, uninformative, 
shouting, brawling and bawling.” 
You also say that Mr. McDermand 
\“would hate to have his company 
\judged by ads in his own mat 
service.” 

I completely disagree with Mr. 
McDermand. I think his remarks 
are a bad reflection on the good 
judgment of the retailers who are 
selling his products—therefore, 
making his job possible! 

The writer is head of a sales 
promotional organization working 
with many prominent national ad- 
vertisers in the fields of merchan- 
dising, sales promotion and sales 
training. We are often asked to 
prepare good strong retail ads, be- 
cause generally speaking, retail 
ads require an urgency, excite- 
ment, enthusiasm and showman- 
ship that is usually not found in 
national advertising. (I recognize 
that some overdo their attempt at 


| As an example, we are attaching 
illustrations of retail ads produced 
| by us that have been very well re- 
\ceived by Remington Shaver and 
Hamilton Watch dealers. These 
have been successful ads for the 
| manufacturer as well as for the 
|retailer. 

As I see it, Mr. McDermand’s 
problem is not an insurmountable 
one, nor are retailers’ demands 
necessarily unreasonable. We can 
all learn from retailers, because 
|they are at the front line of the 
| battle for sales. Perhaps if Mr. Mc- 
Dermand spent a little time work- 
|ing with and for retailers and tried 
to understand their problems, he 
would know that retailers are alert 
/business men with an amazing 
number of problems—which they 
are handling quite well, consider- 
ing the difficulties facing every 
retailer today. 
| Mr. McDermand’s speech re- 
minds me that there are still many 
advertising men who determine 
policy by sitting behind a desk in 
a comfortable office, instead of out 
pounding the pavement, talking to 
the dealer and consumer and really 
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finding out about the art of crea- 
tive selling! 

Is it possible that Mr. McDer- 
mand has forgotten that nothing 
is really sold at the manufacturer’s 
or wholesaler’s level until it is sold 
by the retailer into the hands of 
the consumer? Perhaps those ads 
that Mr. McDermand calls “ugly 
and shouting” are just good solid- 
selling ads. Yes, I know all about 
creating a “brand image,” but we 
can’t forget that the prime purpose 
of advertising is to SELL! 

Maurice M. Goldberger, 
President, Gramercy Advertis- 
ing Co., New York. 

P.S. It is possible to sell at the re- 
tail level and uphold quality and 
prestige. The proof of that is the 
work we do for one of America’s 
finest companies—Hamilton Watch 
—such as the completely integrat- 
ed promotion that we developed in 
cooperation with the Hamilton ad- 
vertising and sales promotion 
departments—Hamilton’s $100,000 
Style Preference contest. This cam- 
paign won the League of Advertis- 
ing Agencies top honor for sales 
promotion for 1957. 


* e e 
An Assist from Makeup 

To the Editor: The American 
Weekly’s makeup man must be a 
genius. Note how, in the Jan. 5 
issue, he managed to get a “hot 
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facing a Sunkist lemon-and-soda 
ad for colds and flu. 


without.” 

Only records of results could tell 
whether this envelope imprinting 
is, or is not effective. But I see no 
objection to it on the ground of giv- 
ing a bad name to advertising. 

Elon G. Borton, 
Chapel Hill, N. C. 
- ° 
Says Woolf Is a ‘Must’ 

To the Editor: Thank you, Ap- 
VERTISING AGE, for regularly featur- 
ing James Woolf. 

Sound observations such as his 
are badly needed in our business— 
now, more than ever. I only wish 
you could find some way to make 
his column “must” reading for a 
considerable number of advertis- 
ing’s so-called leaders. 

John Rawlins, 
Bloomfield Hills, Mich. 
. . > 
These Two Readers Lik 
the Cheesecake Page 

To the Editor: A request for 
“equal space”: 

On Page 85 of your Feb. 3 issue, 
James R. Cummings bleeds pro- 


|fusely about your having run a 
page of “cheesecake.” Rarely does 
anyone whose views oppose his 
take the time or effort to voice the 
opposite opinion. It is somewhat 
the same as listening to the thun- 
derous orations and preachments 
of the minority Drys as compared 
to the virtual silence maintained 
by the majority Wets. 

I found the page to be a refresh- 
ing delight on a dull, gray Monday 
morning—far more pleasing than 
the countless photographs of two 
or more men shaking hands (or 
holding two or more highballs) 
that seem to constitute 100% of the 
photography in most trade maga- 
zines. 

Mr. Cummings decries the possi- 
ble exposure of his sons to this ma- 
terial. I rather doubt that any one 
of his sons has ever spent much 
of his day reading ADVERTISING 
AGE, and I rather suspect that this 
will continue to be the case clear 
through his whole teen-age era. 
Considering this man’s approach to 


the female form, it is rather sur- 


prising that he has any sons at all. 

As to Almighty God being “of- 
fended” by “nakedness,” it occurs 
to me that everything alive which 
God has created on this earth, he 
did so naked. All animals, includ- 
ing Man, are born naked, and only 
Man, through his own volition, has 
seen fit to alter this arrangement. 

I liked the page. 

Joseph D. Payne, 

George P. Hollingbery Co., De- 

troit. 

a 

To the Editor: As is usual, your 
issue of Feb. 3 was informative and 
interesting and I was reading 
along with a good deal of pleasure 
until I saw the letter from James 
R. Cummings of Chicago harping 
about the pulchritude displayed in 
the issue of Jan. 13. 

It would be my guess that most 
of your readers glanced at the 
“cheesecake” page, gave an appre- 
ciative chuckle and passed on to 
the next page. I doubt very much 
if any of your readers became 
aroused enough to slobber over the 
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page, as Mr. Cummings stated. 

A smattering of psychology in 
my background leads me to be- 
lieve that many of the persons who 
get worked up over such trivia 
are suffering from repressed de- 
sires on their own part. The num- 
ber of hypocrites must be many 
among those who are self-ap- 
pointed guardians of our morals. 

R. F. Runyan, 
Sturgis, Mich. 


HAS 
MORE 
LISTENERS 


than 
any other Se 
radio station 5 
> THE 
l in Noxes janie caren 


Charles Pumpian, 
Vice-President and Media Di- 
rector, Henri, Hurst & McDon- 
ald, Chicago. 

. ° . 
He's on Mennel's Side 
Concerning Letter Series 

To the Editor: Having been sub- | 
jected to the same series of letters | 
that Mr. Mennel was subjected to | 
(AA, Feb. 3), I can readily sym- 
pathize with his feelings. 

Among other letters that have 
come in from the same firm are 
those marked “Check Enclosed” or 
“Urgent, Immediate Reply Re- 
quested.” 

Not only am I on their mailing 
list, but approximately 350 other 
apartments in the building in 
which I live are on the list. 

After the first one or two of these 
have come through, the waste pa- 
per basket next to the mail boxes 
is filled with unopened envelopes. | 

However, I finally found a way 
of keeping them out of my mail 
box. I simply marked “Return to 
Sender” on the envelope and 
mailed it back to them. I believe 
they have to pay a postage-due- 
fee on this. 

Judson H. Spencer, 

Chicago Office of Interiors, 

New York. 


Borton ‘Sees No Objection’ 

To the Editor: In a letter in your 
Feb. 3 issue, Bob Mennel cites two 
envelopes received by him from 
Bankers Life and Casualty Co.— 
one imprinted with “POLICY NO- 
TICE. Immediate Reply Re- 
quested,” and the other with “Air | 
Mail Reply Requested.” 

I am curious to know why Mr. 
Mennel calls these a “crummy 
stunt” and an “elegant example of 
advertising, I for one, could do 
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“ORLON" and “DACR 


REG. U.S. PAT. OFF. 


REG. U.S. PAT. © 


As the referee designates the winner by raising the 
boxer’s hand, our trademarks designate the unique 


qualities and characteristics of our two modern- 
living fibers. “Orlon” designates our acrylic fiber; 
“Dacron”, our polyester fiber. As we use and protect 
these trademarks, they become more meaningful 
and valuable both to consumers and to the trade. 


For handy folders on proper use of the trademarks 
“Orlon” and “Dacron”, write Textile Fibers De- 
partment, Section AA,Room N-5518, E. I. du Pont 
de Nemours & Co. (Inc.), Wilmington 98, Delaware. 


ON” are trademarks, too 


When using these trademarks, always remember to: 


Distinguish “Orlon” and “ Dacron"—Capitalize and use quotes or ital- 
ics, or otherwise distinguish by color, lettering, art work, etc. 


Describe them—Use the phrase “Dacron” polyester fiber (or “Orion” 


acrylic fiber) at least once in any text. 


Designate them—In @ footnote or otherwise, designate “Orion” as 
Du Pont's trademark for its acrylic fiber and “Dacron” as Du Pont's 


trademark for its polyester fiber. 


TEXTILE FIBERS DEPARTMENT 


886. uv. 5. pat. OFF 


BETTER THINGS FOR BETTER LIVING, 


+ » THROUGH CHEMISTRY 
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Investor Magazines Merge 

Investment World News and In- 
vestor’s Future, both of New York 
have merged, effective with the 
February, 1958, issues. Thomas S 
Bryan, publisher of Investment 
World News, continues as pub- 
lisher. Alfred Eris is editor and 
Thomas A. Barrett is busines: 
manager. 


et eee 


A” 
WESTERN Style 
HATS 


For 


Promotions 


Manufactured by 
INTERNATION/1 HAT CO. 
World's Largest Manufacturer 
of WESTERN STRAW HATS 


2528 Texas Avenue 
St. Louis 4, Missouri 


Voluptuosity, 
Self-Analysis Fiit 
Into Kayser Ads 


Lingerie Promotion 
Shifts from Breezy Art 
to Cheesecake Variety 


New York, Feb. 11—Julius Kay- 
ser & Co., which has been using 
a blithe, breezy type of artwork in 
its lingerie ads for the past two 
years, is switching to voluptuous 
photography this spring. 

The six-ad series, photographed 
by Bert Stern, starts with a Titian- 
type tableau showing a blonde re- 
clining on a mauve-draped couch 


in her Persian pink slip. Other ads 
|range from a sultry shot of a tou- 


seled Tina Louise, wearing a blue! will run through May in Harper’s| 


“waltz gown,” to a woodsy scene! Bazaar and Vogue. 

| of a lady and her lute. | As for the company’s annual 
The only copy is the headline, | “conversation piece” ad, it will run 

“You, too, can make history. Wear|in the Feb. 15 New Yorker. Last 

Luxite-Kayser,” plus a single line| year, it was a “history-making” 

giving color, size and price statis- | contest offering such daft prizes as 

tics. a trial psychoanalysis. 

| Starting 


in February, the ads 


Your class 


Advertising Age 
gets 


.. . but there’s no mystery about it. For Ad 
Age is read by almost 150,000 advertising 
and marketing executives—the people with 
authority to buy, sell, or hire. They know 
what they want—they act fast to get it! 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


s This year, it will give readers 
a chance to “test your S.Q. (senti- 
mental quotient)”—a quiz to “de- 
termine if the whole world is hard- 
‘hearted or if there are still some 
sentimental darlings around to 
| press flowers and save programs.” 

The quiz poses 25 questions— 
such as “Do you watch ‘Lassie?’ 

(be honest!).” If readers score 

|above 75, they send to Kayser for 
a Sentimental Certificate; if they 
score under 75, they get a Hard 
| Boiled Banner. 

These two mementos are wal- 
| let-sized cards, each with a citation 
}on one side, and a 1958 calendar 
on the other. 
| The Sentimental Certificate 

reads: “I’m a flower of yesteryear, 
|a mere slip of a thing, saving old 
|love letters, preserving the spirit 
of Christmas in a Cold Cruel 
| World. My tears have dampened 
|}many a wedding, my mementos of 


ified ad in 


a4 


ACTION: 


end. You may scorn my sentimen- 
tality, but who is there but such as 
I to press flowers for posterity?” 


® The Hard Boiled Banner says: 
|“Christmas is a chore, Thanksgiv- 
| ing is worse, sometimes I enjoy 
New Year’s Eve. Old Songs make 
|me ill, college reunions are for has- 
beens. ‘This Is Your Life’ is a com- 
edy; ‘Camille’ was a fool. 


~\ unwe Ravese 


the past occupy closets end upon | 


The | 
|nicest part of Mother’s visit is|representative-client contract. 


SELLING THE SIZZLE—Julius Kayser & Co. opened its spring lingerie 
campaign in the Feb. 1 Vogue with the color page on the left; the 
Tina Louise ad will enliven the March Harper’s Bazaar. 


watching her pack to go home. I 
am as Hard Boiled as they come. 
Dare you turn your back to me?” 

In a “Footnote for females,” the 
ad advises, “If you are getting a 
special Sentimental Certificate, 
you will love wearing lacy lingerie 
lovelies from Kayser. If you are 
Hard Boiled Material, you had bet- 
ter start wearing lacy lingerie 
lovelies by Kayser.” 

Also running in The New Yorker 
will be a series of one-column, 
two-color ads, each awarding a 
“history-making certificate” to one 
item of Kayser merchandise, and 
to the woman who wears it. 


= For example: One ad shows 
green-tinted stockings sketched 
against a black background; the 
certificate is “for the woman who 
wears ‘Martini,’ our delicious new 
color that’s a clear, frosted Ver- 
mouth with just a tiny dash of 
well, you know what!” 

425 Advertising Associates is the 
agency. 


Kay Resigns from ‘Sentinel’ 
Benn Kay has resigned as assist- 

ant to the publisher of the Milwau- 

kee Sentinel. Mr. Kay, who has 


waukee for more than 39 years in 


|editorial, circulation and advertis- 


ing departments, said that he 
would determine his future plans 
after a vacation and that he hoped 
to remain in Milwaukee. 


LeStrange, Publication Part 
Austin LeStrange Co. and Le- 
Strange Co., publishers’ represent- 


atives, and the Rural New Yorker, 


New York, have terminated their 


4 


been in newspaper work in Mil- | 


* Sentmentel Quonent) _ 


Mere so qui to determne | the whole world a hard hearted o 4 there ore will some sentimental darlings 


; 
| Crowd fo pres: Hower ond seve program Each res 


= o yes poh ack A reo! sent mentols! sor 


1 De pow ery oF weddings? 


Vail 


2 De vow cry of poredes? 


2 De you wort tor lowe? 


4 Mowe row hepr low loner? 


3 De you wend -vlernnes? 


© Hove you been to 


9 Do vow go home on hohdoys? 


10. # you had © sor 


12 De you ee chompagne? 


| am enclosing $ 


vd State 


Clip and mail 
~ this form to: 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE | ~ stuns 
200 E. Illinois St. Pans 0 tnprenbeintcnten 
Chicago, Illinois 


© yee ore gemng © peu! Sennmere Corttcow rou = 


ves S points. But you onewer 16, 17, 
105. 4 your total score % over 75, there is will 


© De row realty envoy Chrvetmos? 


7 De ond song: mabe row novels” 


13) Are you Mut when you beter) 

4 Ded vow cough during Comille? 
a?” (be honest 

© Do you howe Little Orphan Ann 


wah ot the ond of “The in 


on Maree 
“" you ore Mard Boiled Bonner movere! you hed bemer wert eeerng lacy lagere lereie: ber Lore 


19, or 21 


yOu, ond you ore entitied to © special SENTIMENTAL CERTIFICATE * If 1's under, send for ow HARD 
BORED BANNER ** Send your sore to Miss Lovey Mort, KAYSER, 425 Fifth Avenue, New York 16, NY 


0 college reuron? 


would he be by? 


1 Do you must on Testey for Thantsgering? 


ove conoe? 

WHAT'S YOUR S.Q.? 
ag —Julius Kayser 
omen? & Co. will run 

— this Sentimental 
tenet Quotient test in 


the Feb. 15 New 


aw Yorker as its an- 


nual “conversa- 


ove weerng lacy ingore lovelies * 


tion piece” ad. 
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Daniels Follows Two from 


Capital to Northeast Airlines 


Joel S. Daniels Jr. has been ap- 
pointed vp-advertising and promo- 
tion of Northeast Airlines, thus 
becoming the third Capital Air- 
lines executive to make the switch 
to Northeast. Mr. Daniels will be 
in charge of Northeast’s advertis- 
ing department. 

James W. Austin resigned last 
December as vp in charge of traf- 
fic and sales for Capital to become 
president of Northeast. Nelson B. 
Fry left Capital to become North- 
east’s vp of traffic and sales. Both 
Mr. Fry and Mr. Daniels were with 
Mr. Austin at Capital for 12 years. 


Schoen Opens Agency 
Betty-Anne Schoen, formerly 
advertising and publicity director 
of UHU Products Corp., has opened 
her own agency, Schoen Coordina- 
ted Advertising Inc., at 820 Green- 
wich St., New York. The agency 
will specialize in providing a com- 
prehensive promotion service for 
smali-budget advertisers. 


«> \ Photo Lettering 


Demonstration 


tts an education! 


ae a 


we learned how savings, 
finest quality lettering 
and simplicity of 
operation go 
hand in hand. 


a es = 


Seeing is believing . . . at least 
where the Filmotype Photo 
Lettering Machine is concerned 
It’s an education, as well as 
unusual fun, to see the speed, 
ease of operation, sharpness of 
each word produced 

Alphabet style selection, we 
discovered, is literally 
unlimited, too! And since we 
had the Filmotype man collared 
right in our own office, we let 
fly with right-from-the-shoulder 
questions. Result: our new 
Filmotype Machine has become 
a money-maker and 
money-saver we rely on. 

A Filmotype demonstration 

in your office is sure to prove 
extremely worthwhile, too. 
Write today, no obligation, 

of course. 


7 
1 
| 


7500 McCormick Bivd., Skokie, Hil. 


YES, we would like to see how the 
Filmotype machine automatically pro- 
duces quality lettering. Contact me for 
a Filmotype demonstration in our own 
office. 
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“Where We Peeked, | 
We'll Probe,’ Says 
New ‘Confidential’ 


NEw York, Feb. 11—The new 
@rfidential hit the newsstands 
last week. 

Gone from the cover are the 
lurid, leering headlines, and ab- 
sent from the inside are the stories 
of Hollywood sex affairs. In fact, 
there is barely a sex story of any | 
kind to be found within the sub-| 
dued pages. 

An editorial signed by the pub- 
lisher, Robert Harrison, explains 
“Confidential’s new policy.” It 
reads in full: } 

“Pardon us while we take a| 
bow. It’s a proud bow. We’re proud 
because we like our new look 
which begins with this issue. If! 
Confidential seems changed. . . if 
you've noticed a new complexion, 
it’s because we’ve broadened our 
outlook. 

“We're quitting the area of pri- 
vate affairs for the arena of pub- 
lic affairs. Some found fault with | 
the private affairs. Some criticized. | 
But many eulogized and admired. 
Where we pried and peeked, now | 
we'll probe, and occasionally we’ll 
take a poke. 


= “If wiseacres say that we’ve re-| 
treated from the bedroom, we'll) 
say yes, that’s true . . . From now 
on we'll search and survey the 
thoroughfares of the globe for sto- 
ries of public interest that are un-) 
censored and off the record .. .| 
It’s a big world, a foolish world, 
a crazy world ...and we'll be 
taking you on an inside tour, tell- 
ing the facts and naming the 
names.’ 

Last year, Confidential and its 
sister publication, Whisper, were 
fined $5,000 each in Los Angeles 
superior court for conspiring to) 
publish obscene matter. A two- | 
month jury trial on felony con- 
spiracy indictments ended in a 
deadlock and subsequently was 
dismissed (AA, Nov. 18, 57) when) 
the magazine agreed to change its 
format and “eliminate expose sto- 
ries on the private lives of celebri- 
ties.” Paid announcements to that} 
effect were carried in Los Ange-| 
les and San Francisco dailies. 


® Some of the stories in the April 
issue now on the stands are “An 
Exclusive Interview with J. Paul 
Getty,” “The Power of the Negro 
Vote,” “Who Shot Walter Reu- 
ther?” “You Can Own a Piece of 
General Motors—for $10,” “There’s 
a New C.O.D. Racket” and “They | 
Lead the Lambs to Slaughter,” a} 
story about “the menace of those | 
tv interview shows.” Included in 
this piece is a picture of Arthur 
Fatt, president of Grey Advertis- 
ing Agency, and a recounting of 
how Grey lost the Kolynos tooth- 
paste account after Mr. Fatt’s tv) 
interview. 

Other stories in the issue, bear-| 
ing only a shadowy resemblance 
to the former Confidential-type 
story, are titled: “Beware of the 
Homo Frame-up,” “Confidential 
Illustrated: Opium Addicts,” and 
“Before He Died the Aga Khan 
Picked a Husband for His Widow.” 

Advertising in the issue is essen- | 
tially the same as before. + 


Exide Battery to BBDO 

The automotive division of Elec- 
tric Storage Battery Co. will move 
its Cleveland advertising account 
from Aitkin-Kynett Co., Philadel- 
phia, to the Cleveland office of 
Batten, Barton, Durstine & Osborn 
on April 11. In May, 1957, all ad- 
vertising of the division was con- 
solidated in Cleveland, George W. 
Linn, advertising and sales promo- 
tion manager, said. After inter- 
viewing several agencies, he said, 
BBDO was selected because of its 
experience in the automotive field 
and its network of branch tices 
throughout the country. 


Steers Broadhurst Clifford 


VIEWERS—At the first New York showing of the Bu- 
reau of Advertising’s new film “Versatility Unlimit- 


|ed” are pictured Donald K. Clifford, chairman, and 


Wiiliam Steers, president, Doherty, Clifford, Steers 


& Shenfield; Edward N. Robinson Jr., vp, J. Walter 
Thompson Co., and two BofA executives, Charles 
, president, and Edward Broadhurst, 
account executive. 
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|Wembley to Walker Saussy 

Wembley Inc., New Orleans, 
maker of men’s neckties, has ap- 
pointed Walker Saussy Advertis- 
ing, New Orleans, to handle its ad- 
vertising, effective with a new fall 
campaign. The company uses colo: 
ads in magazines and trade publi- 
cations. Fitzgerald Advertising 
Agency, New Orleans, formerly 
handled the account. 


CRITICAL READERS 
LISTENERS, VIEWERS 
think up claims thet your agency, 
clients or personnel have committed 


LIBEL, SLANDER, INVASION OF 
PRIVACY OR COPYRIGHT, 
PLAGIARISM. 

FORE it happens, get our unique 
| Excess INSURANCE Policy 
| an effective and inexpensive cushion 

ogainst these hazards. 


EMPLOYERS RATION 


hen 1 re 
St 


Jacks 


741,115 Jim Hookers... 


Capital of Indiana... 


Heartland of the Midwest. . . 


one of the most 


important commercial and industrial centers in the Country . . . no less the hub 


of one of the really big television markets. . 


. that’s Indianapolis! 


Jim Hooker works here. He's a skilled technician with one of the several 

large pharmaceutical companies that call Indianapolis home. And he’s a happy, 
industrious man whose efforts have amply provided for his family’s welfare. 
Of course, like other Hoosiers, his entertainment is WISH-TV. 


There are 741,114 more television families like the Hookers in the big area 


| served by WISH-TV. Smart advertisers want to reach them. They do it over 
WISH-TV wu Caps pba asyei 
WISH-TV ‘ ‘ 


= 
x 


Sources: Metropolitan ARB 11/57, 


Indianapolis station. Represented by Bolling. 


the station that dominates the nation’s 14th television 


INDIANAPOLIS market, consistently wins more quarter hours than all other stations 


combined and averages 41% more viewing families than the next 


A CORINTHIAN STATION Responsibility in Broadcasting 


KOTV Tulsa *KGUL-TV Galveston, serving Houston *WANE & WANE-TV Fort Wayne *WISH & WISH-TV Indianapolis 
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Ford Studies Small Cars; 
Chevrolet Sees No Market 


Ford Motor Co. has been con- | 
ducting a study of the small car 


market in the U. S., William Clay 


Ford, vp in charge of product plan- 
announced in| 


ning and styling, 
Chicago. Mr. Ford did not say just 
how far the company has gone 
with its small car studies, but said 
that clay mockups have been made. 

Edward N. Cole, general manag- 
er of Chevrolet and a vp of General 
Motors Corp., said at another press 
conference in Chicago that Chev- 
rolet does not think much of the 
possible market for the small econ- 
omy car. He said Chevrolet made 
a study of the small car market 
after World War II and even began 
building a plant, which now is used 
to make automatic transmissions, 
before deciding against producing 
small cars in this country. 


Adams to Leave ‘Good House’ 

Coan H. Adams, with Hearst 
Magazines and Good Housekeep- 
ing the past 19 years, is retiring as 
Chicago manager of Good House- 
keeping April 15. Mr. Adams also 
was western manager of the maga- 
zine for 12 years. 


This revolution on 
can show greater 


The elimination of costly dual oper- 
ation in showing greeter profits for 
dairies throughout the country The is 
veing by the packaging 


and delivery of milk in the ene type 
o whieh 

ALL your customers ~ BOTH 
WHOLESALE AND RETAIL. 


oo MILLION TIMES A BDAY. COMEONE HREARE THE @HAL OW & RPO PURE Fak 


America’s doorstep 
profits for you, too! 


Wevid you like to discuss how « 
1004 Fure-Pak operetion cas 
give VOU greater proties? Simply 
fill In the coupon and mail today. 


ee ee 


Canton 


co erate 


A Roland 
does 


it! 
See page 94 


m/ 


BUILDING BLOCKS—Quart cartons from hundreds of 
dairies make up the “home” in this new trade ad 
promoting the Pure-Pak division of Ex-Cell-O Corp. 
A consumer campaign, stressing the modernity and 
convenience of the cartons, is running in American 


it sold nine bil 


is the agency. 


de 


Home, Better Homes & Gardens, Ladies’ Home Jour- 
nal and The Saturday Evening Post. Pure-Pak says 


lion units last year—two thirds of 


all paper milk cartons. Fred M. Randall Co., Detroit, 


Houck & Co. Adds Three 

Houck & Co., Roanoke, has been 
appointed to handle advertising for 
Broyhill Furniture Factories, Len- 
oir, N. C.; Tides Inn, Irvington, Va.,| own organization, Tanrock Inc., 45 
and Oren Roanoke Corp., manu-| W. 45th St., New York, which will 
facturer of custom-built fire trucks | offer specially tailored communi- 
and other fire-fighting equipment.| cation programs to industry. 


Skahan Forms Tanrock Inc. 
Donald R. Skahan has resigned 

as creative director of the Ameri- 

can Petroleum Institute to form his 


now serving 84,358 homes | 


This is another increase in circulation 


for Mississippi's leading newspaper—The 


Clarion-Ledger and Jackson Daily News... 


Now, more than ever, your best buy for 


coverage and sales impact—at lowest 


milline rate. 


* LATEST ABC PUBLISHER'S STATEMENT, SEPTEMBER 30, 1957 


. ee 
Co- 


Sindlinger Adds Oftice 


Sindlinger & Co., Ridley Park, 
Pa., business analyst, has opened 
an office at 441 Lexington Ave., 
New York, and has named Walter 
V. Marxmeyer Jr. vp in charge. 
Mr. Marxmeyer formerly was a 
senior associate in the marketing 
division of Cresap, McCormick & 
Paget. Sindlinger also has named 
M. L. Simons, formerly director of 
customer relations of Metro-Gold- 
| wyn-Mayer, vp of the motion pic- 
ture division. Mr. Simons will set 
| Up a series of workshops for the- 
| ater operators. 


iF allon to Train Dealers 

Gough Industries Inc. has ap- 
pointed its agency, Fallon & Co., 
Los Angeles, to implement a sales 
training program for its 38 South- 
ern California automotive dealer- 
\ships. Gough distributes the Aus- 
| tin-Healey, MG and Morris. Fallon 
also handles sales training for two 
other clients. 
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: "| Create Ad Fund to 


Push Home Owning, 


=| | Lumbermen Urged 


SPOKANE, Feb. 11—A suggestion 
for a nationwide cooperative ade 
vertising campaign to promote 
home ownership, as a means of 
selling more of the materials that 
go into houses, has been advanced 
by James D. Burns, president of 
Burns-Yaak River Lumber Co., 
a major producer in this area. The 
suggestion was contained in the 
current issue of “Crow’s Lumber 
Digest,” Portland. 

Mr. Burns proposed that a na- 
tional home promotion committee 
be established under the leader- 
ship of the National Lumber Man- 
ufacturers Assn., with support to 
come from lumber mills, whole- 
salers, mortgage houses, construc- 
tion companies, union members 
and manufacturers of building 
materials. 

“This large group would con- 
tribute to a single advertising fund 
under management of the national 
home promotion committee,” Mr. 
Burns said. “This fund would be 
used for a single purpose: to en- 
courage people to own new homes. 
The fund would not advertise any 
of the component parts of the 
house. It would sell only the end 
product—a house and a home. 

“I don’t think a lot of money 
should be spent selling products 
that go into houses—yet. No one 
is firing up that urge in the con- 
sumer to buy or build a house. We 
should first create that desire for 
the house, then convince him that 
it’s better living with wood,” he 
said, # 


Armstrong Adds Four 

Armstrong Advertising Agency, 
Chicago, has been appointed to 
handle advertising for Engineering 
Products Co., Chicago builder of 
industrial conveyor equipment; 
Clements Mfg. Co., Chicago maker 
of Cadillac domestic and indus- 
trial vacuum cleaners and blowers; 
Pipe Fabricators, East Chicago, 
Ind., manufacturer of industrial 
steel pipe assemblies, and Lithcote 
Corp., Melrose Park, IIl., specialist 
in corrosion resistant coatings. 


Goldsmith Is Named 

Robert Goldsmith, formerly copy 
chief at Cohen & Aleshire, has 
been named a senior copywriter at 
Lawrence C. Gumbinner Adver- 
| tising, New York. 


¥ 
u 
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one simplified service operation 


photoengravings for letterpress, positives for gravure 


Couns, 
Miter 
& Hutcuines, inc. 
333 WEST LAKE STREET AT WACKER DRIVE «+ CHICAGO 6, ILLINOIS 
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Success Has Spoiled 
Admen, Paul Harvey 
Tells Racine Adclub 


(Continued from Page 1) 
“Rock Hunter” being Hollywood’s 
caricature of “the modern Madison 
Ave. advertising man as a jerk in 
a gray flannel suit,” according to 
Mr. Harvey. 

He told the radio audience that 
if success did spoil Rock Hunter, 
“it was not his success . . . but ours. 
You and I wet-nursed and nur- 
tured a fledgling profession to such 
economic pre-eminence that many 
latecomers had only to climb 
aboard for a free ride.” 


® It was to these “latecomers” in 
the advertising business that Mr. 
Harvey, who describes himself as 
a former adman who got his start 
during the depression of the '30s, 
administered his verbal lashing. 

“Certainly there are some hard 
workers, consistent winners in the 
ad business, too. Some of them 
are listening tonight. But [they are 
the ones who] realize most that 
this has needed saying,” Mr. Har- 
vey told his listeners. 

“25 minutes requires that I paint 
this picture with a wide brush. The 


Rock Hunters have been selling! 


the client a fast round of anything. 
Long-range planning has been left 
to a handful of Madison Ave. an- 
chor men... But Mr. Hunter's 
prevalent philosophy has been. . 
anything to get the account... 
then something to keep the client 
off his back and the commission 
coming in for the next 13 weeks.” 

But that isn’t good enough any 
more, with a recession at hand, the 
commentator said. 

“If a recession is in the cards, 
we’re simply going to have to get 
back into low gear again... And 
don’t let it scare you. It'll be good 
for the Rock Hunters, and it'll 
stimulate the economy for us all,” 
he said. 

Rock Hunter needed a kick in 
the pants, Mr. Harvey asserted. 
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Bradley 


Kimball 


Grant. Lawrence D. Reedy, a Kir 
sions along with Paul Bradley, v 
in New York, and Lawrence R. 


Grant Approaches 


$95,000,000 Level 


With Kimball Buy 


| (Continued from Page 1) 
|}added Dennis & Huppert ver- 
| mouth and champagne, Firth Car- 
|pet Co., John Wanamaker in New 
York, Churchill Hats, Bride & 
Home, and Donors Club. The 
j}agency has about 65 employes, of 
whom 35 are in New York. 


1° Lawrence R. McIntosh, exec vp 
in charge of the domestic division 


Reedy 


Mcintosh 
Grant 


NEW TEAM— Will C. Grant, president of Grant Advertising Inc., named 
Abbott Kimball a vp and chairman of the New York plans board at 
Grant after some of the Kimball agency’s offices merged with 


nball vp, sat in on merger discus- 
p and general manager for Grant 
McIntosh, exec vp in charge of 


Grant’s domestic division. 


| Duffy Gets ‘PI’ 
‘Outstanding Adman 
Award for 1957 


| New York, Feb. 13—Ben Duffy, | 


| vice-chairman of the board of Bat- 
‘ten, Barton, Durstine & Osborn, 
will be presented with the Print- 
ers’ Ink annual gold medal award 
at a luncheon and reception at the | 
Waldorf-Astoria March 17. 

“In naming Ben Duffy,” said E. | 
R. Taylor, exec vp of Motorola and | 
jury chairman, “the jury is honor- | 
| ing a man whose outstanding char- | 
lacteristic is a genuine liking for and 
‘an understanding of people. 


First Law Freeing Ads from Tax 
Threat Nears Passage in Maryland 


(Continued from Page 1) 


laud the mayor for his about-face 
and corrective actions. 


s The main opposition to the pres- 
ent anti-advertising tax measure 
revolves around its wording, 
which the state house ways and 
means committee complains is too 
broad. Drawn up by the Maryland 
Advertising Council, the bill pro- 
vides that “the gross sales price 
of the gross receipts from and the 
net receipts of every person or 
other legal entity” in advertising 
would be exempt from taxation as 
of Jan. 1, 1959. 

Mayor D’Alesandro, who origin- 
ally sponsored the advertising or- 
dinances, is backing the proposed 
state prohibition on special adver- 
tising taxes, and Gov. McKeldin 
reports he will sign the measure. 


# Some delegates and senators, 
however, complain that the lan- 
guage is too broad and could be 
construed as exempting advertis- 
ers from normal state income tax- 
es. 
In reply, Joseph Katz, president 
of the Maryland Advertising 
Council, asserts that his group is 
for any clarifying amendment 
necessary to avoid confusion. “We 


|object,” he said, “to special taxa- 


tion levied only against advertis- 
ing.” 

Said Mr. Katz, who also is head 
of Joseph Katz Agency: “To the 


| best of my knowledge, this pro- 


posed law will be the first affirm- 
ative declaration by any state leg- 
islature in the U. S. protecting the 
business-stimulating force of ad- 
vertising from special taxation.” 


® Because of the alleged ambigu- 
ous wording of the bill, some 
members of the House ways 
and means committee considered 


“With the art of salesmanship|of Grant, said the merger was part |® “It is this characteristic that has | turning in an unfavorable report, 


nine parts dead...And the sci-|of “the accelerated development ,™ade him so successful in adver- | },.4 


they changed their minds 


ence of advertising coasting on|program of the Grant agency in|tising, where an understanding of} Won it was pointed out that any 


cliches ...we'’re getting 
what we deserved.” 


s Mr. Harvey cited Racine to show 
how advertising can put a city— 
or product—on the map. 

“50 years ago 13 men got to- 
gether in the third floor of Elks 
Hall and called themselves the 
‘Commerce Club.’ Their one aim 
became an unofficial slogan: ‘Talk 
Racine.’ 

“Eventually the organization be- 
came the Racine Assn. of Com- 
merce, but the slogan remained 
unchanged: ‘Talk Racine.’ Today 
what was a watering place for 
wagon trains west prospers from 
the diversification of 257 different 
industries, which might have lo- 
cated in Milwaukee except that 
Racine kept ‘talking Racine’.” 

Advertisers cooperating with the 
adclub in sponsoring the program 
were George Gorton Machine Co.: 
Hamilton-Beach Co.; In-Sink-Er- 
ator Mfg. Co.; J. I. Case Co.; 
Jacobsen Mfg. Co.; Massey-Harris- 
Ferguson Inc.: Modine Mfg. Co.; 


Rainfair Inc.; S. C. Johnson & Son; | 


Walker Mfg. Co.; Webster Electric 
Co., and Western Printing & Litho- 
graphing Co. + 


Two Win Suit for Commission 
on Sale of Newspaper 

John D. Hastings and Vincent X. 
Montanaro were awarded $8,500 in 
their superior court suit to collect 
a commission on the sale of the 
Westporter Herald to Fairfield 
County Publications for $85,000 in 
April, 1955. They charged that S. 
Turner Blanchard, publisher of the 
Herald, engaged them to negotiate 
the purchase, but that representa- 
tives of Mr. Blanchard and Fair- 
child later met without their 
knowledge to consummate the sale. 


jings were about $37,500,000 last 
year; international billings were 
reported at $53,000,000. 

Paul L. Bradley, vp and general 


Kimball shifts from its offices at 
250 Park Ave. to Grant’s head- 
quarters, 711 Third Ave. Disposi- 
tion of Kimball personnel and fa- 
cilities in its other offices was not 
disclosed. + ‘ 


Devine Joins Y&R 
Joseph Devine, 


formerly with 


Dancer-Fitzgerald-Sample, has 
joined Young & Rubicam, New 
York, as account executive on 
General Foods Corp. 


| 


| 


THOMAS S. CARROLL has joined Lever 
Bras. Co., New York, in the new 
position of general manager-mar- 
keting services. Last year he re- 
signed as marketing manager of 
Colgate-Palmolive Co.’s household 


Fry & Associates, management con- 
sultant, as vp of the marketing di- 
vision. 


products division to join George 


exactly| the U. S.” Grant’s domestic bill-' people is a prime requisite. 


“It explains why Ben Duffy rose | 
to the head of one of the largest! 
organizations in the country en- | 
gaged in communications. It ex- | 


manager of Grant in New York, will | Plains the hours and help and de-| the pit led position 
head the integrated facilities when |votion he has given to the extra-| sqvertising tax would never be| : ’ 


mural activities in the advertising | 
business as well as to civic, social 
and religious causes.” # 


JOHN BASSETT 

| MONTREAL, Feb. 13—John Bas- 
sett, 72, board chairman of the 
Gazette Printing Co., publisher of 
the Montreal Gazette, Canada’s 
|oldest morning newspaper, died 
last night in Montreal General 
Hospital after a long illness. 

Born in Northern Ireland, he 
|attended the Royal University of 
Ireland and came to Canada in 
1909, where he joined the Gazette 
as a reporter. In 1912 he was 
named a director of the Gazette. 
During World War I he served on 
the staff of the Minister of De- 
|fense. When he returned to the 
| Gazette, he was named vp in 1920 
| and became president in 1937. In 
1956 he became board chairman of 
the printing company. He was 
| widely known in Canada as a 
|forceful public speaker. His son, 
John Bassett Jr., is publisher of 
bo Toronto Telegram. 


Chrysler Plans Radio Spots 

One of the largest radio pro- 
grams in Chrysler division’s his- 
tory got under way Feb. 10, con- 
sisting of “Price the Chrysler” spots 
spoken by Art Linkletter and a 
child. In the period from Feb. 10-22 
|alone, Chrysler says, some 700 sta- 
tions will carry the commercials. 
Chrysler dealers will also use the 


such move might give voters the 
false impression that committee 
members were in favor of an ad- 
vertising tax. 
One delegate that 
was in bad taste, since an 


suggested 


considered by the state. Another 
delegate favored a bill banning 
advertising taxes on the local 
rather than the state level, be- 
cause such a bill would not put 
the state on record as giving up 
what one day might be a potential 
tax source of its own. 


® Most delegates and _ senators, 
however, recalling the nation’s 
bitter protests over Baltimore’s ad 
taxes, indicate that they will favor 
a revised bill. 


s Mr. D’Alesandro’s retreat and 
side-switching was made at a 
time when recession and fears of a 
worse recession are gripping Bal- 
timore. In recognition of the ad- 
vice given to him by Baltimore’s 
business leaders that this is a time 
to encourage rather than strait- 
jacket business, the mayor moved 
to eliminate or lessen the taxes. 
He also plans to reduce the city’s 
tax on cigarets by at least 2¢ and 
reduce assessments on merchants’ 
and manufacturers’ inventories. 

“I am moved to reach these con- 
clusions because it is one over-all 
picture, and it comes about at a 
time when business needs a shot 
in the arm, when business needs 
to be helped, and when all of us 
must face up to the realities of the 
need for paying the costs of gov- 
ernment,” he said. 


Meanwhile, the fate of the 16 
suits filed by Baltimore media and 


spots. 


advertisers contesting the legality 


\of the tax ordinances is undecided. 
|The hearing was tentatively set 
for March 1. 

| Attorneys representing 16 plain- 
\tiffs indicate that they will get to- 
|gether and decide whether or not 
to call off the suits. Even under 
the repeal ordinance and the pro- 
posed state law, advertisers and 
media are still required to pay the 
taxes for the remainder of the 
year. 


RETROACTIVE REPEAL 
URGED BY AFA’S PROUD 


New York, Feb. 13—C. James 
Proud, president and general man- 
ager of the Advertising Federation 
of America, said: 

“The AFA congratulates Mayor 
D’Alesandro on the good political 
and economic judgment he has 
used in changing his attitude 
toward the dangerous advertising 
tax which he sponsored and ap- 
proved into law in his city of 
Baltimore last November. 

“It is equally gratifying to learn 
that the mayor is supporting bills 
in the Maryland state legislature 
to outlaw all advertising taxes in 
that state in the future. 


s “Meanwhile, however, serious 
injury is being done to business in 
Baltimore by his announced inten- 
tion of continuing the two anti- 
advertising taxes, totaling 6%, un- 
til the end of this year. 

“If Mayor D’Alesandro realizes 
the injury which a tax on the busi- 
ness stimulant creates in a com- 
munity, which he apparently does, 
by the very fact of his change in 
attitude, why doesn’t he rescind 
the tax as of Jan. 1, 1958, instead 
of Jan. 1, 1959?” # 


Canada Dry Names 
Sands Ad Manager 


New York, Feb. 13—Howard E. 
| Sands Jr., formerly an account ex- 
lecutive at Reach, McClinton & Co., 
|has joined Canada Dry Corp. as 
advertising manager of its wine 
and spirits division, a newly creat- 


Marshall Hettrick, who previ- 
| ously handled both advertising and 
sales promotion for the division, 
has been named sales promotion 
manager, also a new position. 

Fred Bensen, advertising man- 
ager of the soft drinks division, 
continues in that position. 

Both divisions will be under the 
supervision of W. S. Brown, vp 
and director of advertising. # 


| ; 


| -s The “Thermo-Fax" Copy it 


it's the fastest way to co 


i 


STARTER—This page, with appropri- 
ate dealer listings, will run in the 
Wall Street Journal’s four regional 
editions Feb. 18, kicking off a new 
series for Minnesota Mining & Mfg. 
Co.’s Thermo-Fax. Erwin Wasey, 
Ruthrauff & Ryan, Chicago, is the 
agency. 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and 
per line. Add two lines for box number. 


spaces per line; upper & lower case 40 
Closing deadline: Copy in written form 


in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $17.75 per column inch, and card 


discounts, size and frequency apply. 


_ AVERAGE PAID CIRCULATION FOR 


6 MONTHS ENDING JUNE 30, 1957 


HELP WANTED 


39,430 


HELP WANTED 


Copy and contact man, preferably one 
with some accounts. Connection offers 
an unusual opportunity to the right per- 
son. Must have Christian background as 
many accounts are of a religious charac-| 
ter both Protestant and Catholic. Write | 
fully giving all particulars regarding age, 
experience and minimum financial re- 
quirements. Address: 
Box 1261, ADVERTISING AGE 

200 E. [llinois St., Chicago 11, Illinois 


If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
WA 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rela. See me now!! 

202 S. State St., Suite 1302-4 
SALES REPRESENTATIVES 
COMMERCIAL ART SPECIALTY 
Fastest growing process hand lettering 
service in the Mid-West needs part-time 
representatives throughout the country. 
Can grow into full-time position. Top 
quality product and service. 
commission. Give age, experience, 

tacts, territory etc. 
Box 1262, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


con- 


Generous | 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS — PLACEMENTS 

200 So. State St. HA 7-1991 Chicago 


Sales Manager for 
Leading Industrial Publication 
If you're the man we're looking for 
you have a competence and skill in 
planning creative sales techniques; 
energy, eagerness and ability to spark 
a sales force. You are young, alert 
and have successfully sold industrial 
advertising. You firmly believe you 
can move up. . . to new and broader 
opportunities. You are now earning 
$15,000. With us you will have the 
opportunity of concentrating on our 
top national accounts. We are a two 
publication house. Our staff knows of 
this ad. Write in full confidence to: 
Mr. Wallace Hoffman, 120 E. 56th St., 

N. Y. 22, N. Y. 


MEMO: 
To An Agency Head— 
Who Hasn't Lost Touch 
with the Working Class! 


In the next 60 days, a cos- 
metic account billing under 
$100,000.00 will appoint a 
new agency. It's not an easy 
account to handle. It requires 
guts, 
and work. We sell direct in a 


brains, honest interest 
specialized market where we 
enjoy a position of leader- 
ship. We intend to broaden 
the scope of our present op- 
eration, launch new products 
through regular distribution 
channels in the near future. 
We expect to materially in- 
crease our billing within the 
next 18 months. To achieve 
our goals, we need an agency 
unafraid—one that hasn't lost 
touch with the working class 
guy. . 
driving, alert and alive—an 


one that is young, 


agency that can give enough 
creative time and thought to 
an account of our size. That 
description may fit you! Frank- 
ly, we hope it does . . . and 
that you'll take the steps to 
let us know it does by writing: 
Box 915, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, 
Iinois. 


PARTNER WANTED 
Publishers Representative (trade and 
technical papers) planning retirement 
| wants a junior partner to start taking 
over Atlantic Coast territory with office 
in New York. Must be experienced and 
well established in this business. No be- 
ginners. No investment required. 

Box 1263, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


MOLENE 
a -ovvvel’ublie Relations 
Copywriters ............... Advg. Managers 
Artist Media ...Production _ ....Service 


“All is grist, which comes to our mill” 
Andover 3-4424, 105 W. Adams St., Chge 3 
PRODUCTION GAL 
Medium size agency wants career type 
girl with some sepeaense and ambition 

to become head of Dep 
Financial 6- a Chicago 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chgo. Su 77-2255 


ARTIST-DESIGNER WANTED 
| If you're good at design and layout, you 
| will enjoy exceptional security in this 
rmanent post on the 20-man art staff 
of our 180-employee creative printing 
and advertising firm. You'll do interest- 
jing work throughout a 5-day, 37% hr. 
| woe You'll gain from stability and a 
highly comprehensive employee bene- 
fits program. You'll find this is a good 
place to work; and Wichita a good place 
to live. 
Write direct to Ted Hawkins, 
Art Director, 
MeCormick-Armstrong Co., Inc. 
1501 E. Douglas Avenue Wichita, Kansas 


POSITIONS WANTED 


POSITIONS WANTED 


Advertising Age, February 17, 1958 


REPRESENTATIVES AVAILABLE 


ART DIRECTOR LOOKING FOR 
GOOD JOB IN 8. F. BAY AREA 
All-around ad man, wide creative and 
contact experience in both large and 
smali agencies will gladly sacrifice high 
eastern salary for opportunity in Bay 


Area. 
Box 1264, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PUBLIC RELATIONS EXEC., Ph.D., now 
with major mfgr. Admin., research, cre- 
ative, and news experience. 
Box 1266, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Typographer 
Wanted 


by large New York agency 


The job. To serve as one of a 
small group who specify type 
for national magazine and 
newspaper advertising. Oppor- 
tunity for advancement in this 
group. 


Requirements. Experience in 
this line of work, preferably 
in an agency; good taste in 
typography; a creative ap- 
proach. 


Salary. Commensurate with 
experience and ability. Mail 
a resume of experience, edu- 
cation and personal data, and 
samples of your work, to 
Box 897, Advertising Age 
480 Lexington Avenue 


New York 17, N. Y. 


CUTS $1.25 
Up to 5 Sq. Inches 
ZINC 


Line or halftone flush mounted. 
Fast Service— 
Satisfaction Guaranteed 
Write size of cut and screen preferred 
on back of copy and mail to 


WARD KAH 
Box A 87, Glendale, Calif. 


ADVERTISING MANAGER 
Successful AE on Miulti-million pack- 
aged goods acct. wants to take root in 
Co. with growing consumer products. 5 
yrs. Adv. with major food Co., MBA 
marketing, proved in sales, planning and 
promotion. 

Box 1265, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


PRODUCTION EDITOR 
Magazine editor & layout artist, Chicago 
area, exp. all phases letterpress offset 
production in. mechanical paste-ups can 
handle additional publication work free 
lance basis. Contact: 

Box 1267, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Copy -Contact-Assistant Adv. Mgr. 
Yng. man with 5 years. proven creative 
ability ind., ret. adv. & publ. editing 
seeks challenging position with mfr. or 
agcy. Coll grad. 
Box 1260, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Tl. 
MARKET-MEDIA RESEARCH ANALIST 
5 years experience in all phases of mar- 
keting & media research. Background in- 
cludes work on cosmetics, wine, liquor, 
petroleum, etc. accounts with N. Y. ad 
& marketing research agencies. 
West Coast. Call No 1-1518 (L.A.) or 
Box 27J8, ADVERTISING AGE 
4041 Marlton Ave., L. A. 8, Calif. 
*PUBLICITY—ADV. MGR. 
10 yr. man, success record, contacts, con- 
nections—prolific writer—desires’ L.A., 
Hawaii, Vegas pos. in hotel, entertainment 
or comm. field. Tech. proposal specialist. 
Can completely organize PR, adv. set-up; 
promote anything. EX 4-5407 (L.A.). 
Box 27 J 6, ADVERTISING AGE 
4041 Mariton Ave., L. A. 8, Calif. 
ACCOUNT EXECUTIVE 
BUILDING MATERIALS 


Familiar with all types of light and 
heavy construction, heavy machinery, 
machine tools and equipment. Know 


building materials from contractor, archi- 
tect, engineer and consumer _ angle. 
Strong on ideas, copy, merchandising, 
agency service. 10 years 4A agency ex- 
perience. 
Box 1280, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ORIGINALITY teamed with ABILITY 
Polished creative background in layout, 
art direction, copy and program plan- 
ning. Proven record of producing quality 
advertising and sales promotion with 
“sell appeal”. Age 33, married. Salary 
$12,000. If you need a man to create and 
stimulate, contact: 
Box 1268, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Need an advertising manager, or account 
executive? I'm a qualified and experi- 


enced agency account executive, radio 
time salesman and have sold lithogra- 
phy. Write excellent copy. Can sell, serv- 


ice, contact, merchandise and promote. 
College, 34, married, former Marine. Pre- 
fer East. Write 
Box 1269, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


B I R = H ‘. be ape wa P 
service for Adv.-Art & 

allied fields. 
appointment on 
oy « SUITE 1417 
CHICAGO 


2, Wt, 
CEntrel 6-5670 


Personnel 
Service, KB 
Inc. 


TOP INDUSTRIAL ADV. SALESMAN 
NOW EMPLOYED SEEKS 
OPPORTUNITY 
Commensurate with experience—will 
demonstrate in personal interview 12 
yrs. successful sales record and excel- 
lent reputation enjoyed among ind. advs. 

and agencies throughout Middlewest. 
Box 1270, ADVERTISING AGE 
200 E. Illinois St., Chiacgo 11, Illinois 
BRAVE EMPLOYERS 
Intelligent Versatile Writer 
(woman) desires creative opportunity tr. 
journal, publ., PR, advertising. Experi- 
enced. MA, Age 30. Do not contact if 
afraid to hire education. Resume, refer- 
ences. Chicago area. 
Box 1271, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


PUBLISHERS REPRESENTATIVE 
Specialist indl. space sales desires addl. 
publication eastern territory. Headquar- 
ters N.Y.C 

Box 1243, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
PUBLISHERS 
Well established Chicago Representative 
firm would welcome the opportunity to 
discuss your space selling problems in 
the midwest. 
Box 1162, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PUBLICATION WANTED 
Ohio based representative can effectively 
handle one more publication. Please sup- 
ply media information with response. 
Box 1277, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADV & SALES PROM MGR OR ASST. 6 
yrs. with present employer desires 
change & challenge for $7000. Admin. 
ability & workable ideas. Mfr. & agency 
exp. Can fit consumer or industrial co. 
28, married, B.S. Mkt. 


Box 1272, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


ADVERTISING—SALES PROMOTION 
AND PUBLIC RELATIONS EXECUTIVE 
with extensive Radio and Television pro- 
gram-production background. Age 
Well established contacts—years of ex- 
perience with leading agencies and net- 
works. Coordinated all advertising media 
for many nationally known advertisers. 
Salary $15,000 to $18,000. Presently Direc- 
tor of Advertising, Sales Promotion and 
Public Relations for Internationally 
known Electronic Manufacturer. Would 
like to associate with New York Ad 
agency. Write for complete resume or in- 
terview. 


Box 1273, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


FINANCIAL COPYWRITER 
Facile, shrewd merchandiser. Now NY 
AAAA bluechip acces. seeks growth opp. 
$10,000 

Box 1275, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


NEW PRODUCTS MARKET RESEARCH 
4% Yrs. top Adv. Agency work on drugs, 
toiletries and cosmetics. Will relocate. 
MBA-Mkting, Married, 29, Salary $10,000. 
Box 1274, ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y. 
ADV. MANAGER. Available part time, 
per diem or fee basis. Take full charge, 
plan, prepare copy, layouts, etc. Wide 
experience publication, direct mail, other 
media. Phone CEntral 6-6749, Chicago. 


INDUSTRIAL ADVERTISING MANAGER 
15 years experience in advertising and 
sales promotion of technical and indus- 
trial products. Seeking challenging, re- 
warding spot with manufacturer or agen- 
cy in electronic, automatic control, or 
chemical industry. Will relocate. 
Box 1276, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
EXPERIENCED WIRE SERVICE RE- 
PORTER, 27, with additional training in 
business and market research desires po- 
sition with opportunity as editor or re- 
porter on trade or company publication 
or in public relations. Will relocate. B.A. 
degree in Journalism. Marketing minor. 
Lawrence Avers, 4122 Somerset Drive, 
Les Angeles 8 AXminister 5-1025. 
FORMER EXECUTIVE EDITOR 

Newspaper reporter, publicity, open for 
position in Los Angeles area. Phone 
OLdfield 6-2973 (L.A., Calif.). 


Centrai N. J. daily, 40,000 circulation, 
has permanent opportunity for experi- 
enced, alert retail display salesman. At- 
tractive salary, incentive and fringe bene- 
fits. Box 887, Advertising Age, 480 
Lexington Ave., New York 17, N. Y. 


TOP PUBLISHING EXECUTIVE AVAILABLE 


@ Under 40; family; attorney 

@ Dir. of Mktg., major ind’l. pub’g. co. 
@ Publisher, two major trade mags. 

@ Chm’n., Gov't. Advisory Committee. 


Box 913, ADVERTISING AGE, 480 Lexington Ave., New York 17, N. Y. 


COAST-TO-COAST KEPRESENTATION 

for Publishers 
5 Offices covering the entire United 
States is available for an established 
publication on straight commission ar- 
rangement. This is a top sales organiza- 
tion. Only audited media will be consid- 
ered 


Box 1279, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Twenty years of experience in product 
and advertising sales in the mid-west is 
being offered to publisher needing intel- 
ligent field coverage. 
Box 1278, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BUSINESS OPPORTUNITIES 
ACCOUNT EXECUTIVE 
Twenty-five year old Michigan Ave. 
Agency with complete facilities is seek- 
ing account man with business. Here's 
your opportunity to increase earnings, to 
be relieved of non-productive details and 
to enjoy greater security. Owner also 
willing to offer a share in the business 
to right man. All replies will be treated 
in strictest confidence. Write: 
Box 1281, ADVERTISING AGE 
200 E. Llinois St., Chicago 11, Illinois 


MISCELLANEOUS 


WANTED MAILING LISTS 
of Dairy Farmers throughout Eastern, 
Southern and Western States. Write to 
Adv. Mer. 521 South 3rd St., Minneapolis 
15, Minn. 


ARTISTS AND WRITERS 
6 N. Michigan Ave. studio or office with 
air conditioning; phone answering. Win- 
sor Associates, Inc. Chgo. AN 3-7767 


A PRESTIGE HOUSE ORGAN 
FOR YOUR CLIENT 

Write or telephone today for informa- 
tion on BUSINESS PIX—outstanding 20- 
page business getter with your client's 
exclusive advertising message on all cov- 
ers. Buhai Publishing Co., 3431 N. Knox 
Ave., Chicago 41, Ill. SP 7-6837. 


MEDIA 
DIRECTOR——-MANAGER 
Available 


Twenty years experience, all media; 
leading national accounts, consumer 
and trade; client-contact seasoned. 
Creative; an organizer, and a work- 
ing team man. Realistic salary require- 
ment. Top references. Will re-locate, 
but Chicago preferred. 


Box 912 


Advertising Age 
200 E. Illinois, Chicago 11 


Are you looking for an 
Advertising Agency 


? 
PRODUCTION MANAGER * 


Thoroughly experienced man now em- 
ployed wants out for better opportunity. 
Has unusual knowledge of traffic prob- 
lems and handling of all phases of pro- 


duction. Some Chicago agency needs 
this talent. Write Box 911, Advertising 
Age, 200 E. Illinois Street, Chicago I1, 
IHlinois. 


ADVERTISING MANAGER — to $15,000 


A rare job, with @ big Midwest company, 
for a grocery-products brand manager 
ready for the top job. He likes being on 
the client side, is respected by his sales 
department and agency, is solid in mar- 
keting, promotions, deals—everything it 
takes today. (If he’s worked with brokers, 
fine’! Age 32-42. Location small city 
near big one 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div 


110 S. Dearborn ° CE 6-5353 Chicago 


xeeke 


SALES RESULTS 


TODAY’S MARKET .. . TOMORROW'S OPPORTUNITY 
MARKETING MANAGEMENT EXECUTIVE 


Coordination and activation Ra market facts with overall sales administra- 
tion. tasks, 


Reac 
Proved executive (20 years) intimate knowledge of national markets and 


DECISION: 
WHAT: 
Sales Objectives . . . Plans . . . Controls 
HOW: Effect balance in sales 
and competition as to: 
V Sales Potentials 
V, Sales Trends 
V Dealer Reactions 
BY V Advertising Impact 
consumer brand merchandising 
WHOM: and solution of marketing management problems among 
centered marketing research 
aker and writer in presenting 
the development of manpower and proced 
HOW Salary negotiable. Will show a 1 to 10 ratio 
MUCH: profit- 


in -resu 
in the direction of marketing efforts where they will do the most good 


Address: Marketing Executive Box 910 Advertising Age 
480 Lexington Avenue, New York 17, N. Y. 
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efforts, exponse. Analysis of markets 


V. Distribution 
V Profitabill ~ ay Brands 
Y Price St 

Consumer 


for —— control of markets. Effective 
ideas and stimulating action. Skilled in 


for getting oa results, 


Almost 


advertising and 
marketing reads 


and uses 
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Advertising Age, Fe ruary 17, 1958 


CURRENT OPPORTUNITIES! 
COPY SUPERVISOR . .$25,000-$30,000 


B/G in foods, or related. 
Midwest Agency. 

PROMOTION MGR. .......... $8,000 
B/G in farm products. 
Midwest publisher. 

PRODUCTION MGR. ...... To $9,000 
Good B/G in print media. 
Midwest Agency. 
PUBLIC RELATIONS MAN . .To $7,200 
4-5 yrs. writing B/G. Midwest Mfr. 
INDUSTRIAL EDITOR ..... To $6,600 
All-around writer in print. 
Midwest Mfr. 

MARKET RESEARCH ANALYST 

To $12,000 
B/G in Industrial Products— 
Midwest Mfr. 

MARKETING ANALYST ....To $10,000 
Versatile B/G required— 
Midwest Mfr. 

For confidential representation, contact— 

George E. Pylkas 
Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 
220 S. State St. - Chicago - WA 2-4800 


NEED TOP FLIGHT 
CREATIVE LAYOUT 
AND ART DIRECTION? 
Successful Chicago art director de- 
sires arrangement with Southwest 
firm. Well rounded experience on na- 
tional accounts qualify me to see your 
job through from layout to reproduc- 
tion. Thorough understanding of illus- 
tration, photography and cartooning 
as well as typography and assembly. 
If you take pride in your advertising 
—lI'm your man! Married, middle 

30's, 2 children. Please write 
Box 909 ADVERTISING AGE 
200 E. Ilinois St., Chicago 11, Illinois 
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+ Advertising Men 


» Copy Writer — Agency experience. 
% Samples required showing ability on 
> national consumer copy as well as 
» industrial trade paper ads. 
* Excellent Salary 

Market Research — for one of na- 


» tion’s rc  pemagee — Director 
,000) 


¥eRe 


* (up to $15 — and Assistant (up 
+ to $9,000) 
~ Com'l Artist — Competent layout 


* man required immediately — $8, 
* to $9,000. Junior Artist—$500 to 
* $600. Director — $10,000 to $15,000. 


Sib bb bbb bbb bb bbb ab bbb ab ab bb ab bot 


* Sales Promotion — for large publish- 
= ing group—$8,000. Also Field Pro- 
% motion man for leading pharmaceu- 
* tical house, excellent salary, ex- 
= penses. Car furnished. 

* See Cliff Knoble 

: Drake Personnel, Inc. 

* 220 S. State St., Chicago 4, Ill. 

: HArrison 7-86 


+* 
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PARAS CH: 
os 


Photo was retouched and 
cutaway portion was done 
entirely by o PAASCHE V 
AIRBRUSH from on original 
ergineering line drawing. 
PAASCHE Airbrushes sove time 
ord increase profits when used for 
leyout and finished ort rendering 
o: well os for highly profitable photo 
re ouching. Write for complete informa- 
tion on PAASCHE Airbrushes TODAY! 


PRASCHE s\n8RUSH CO. 


A Division of Cline Electric Mfg. 


Packard Is President, 
Johnson Is Chairman; 
Non-Wax Line Growing 


RAcINE, Wis., Feb. 12—Klear 
floor wax, latest product of S. C. 
Johnson & Son to hit the market, 
will begin national advertising this 
month, just as the company is re- 
shuffling its top management to 
gear for greater product diversifi- 
cation. 
A development of Johnson’s new 
products department, Klear is ex- 
pected to uphold a healthy tradi- 
tion; no item born in the new prod- 
ucts department (now three years 
old) has flopped once it was 
launched on a national scale. 

The wax was market-tested in 
northeastern states for a year be- 
fore national distribution was 
started last week. It is advertised 
as a wax which won’t yellow or 
discolor floors. 


s Beside widening its wax line 
and improving its already domi- 
nant share of the wax market, 
Johnson has set off on a new tan- 
gent which is sure to become in- 
creasingly important—diversifica- 
tion into non-wax products. 


S.C. Johnson Revises Management on 
Product Basis to Abet Diversification 


This diversification will continue | § 


son name to occupy the president’s 
chair. 

The family remains active in the 
company, however. Mr. Johnson 
will continue as board chairman 
and chief executive officer. And 
Samuel C. Johnson, great-grand- 
son of the founder, has just moved 
from new products director to vp 
of the service products division as 
part of the reorganization. Ray- 
mond W. Carlson, former market- 
ing vp, has taken over as vp of the 
newly organized household prod- 
ucts division. 


es “A company can’t stand still,” 
Mr. Packard said in an interview 
with ApverTisinc AcE. “It has to 
move ahead or slip behind. That’s 


under a new management arrange- 
ment which shifts the company 


oriented setup. 


ard, newly elected president of 
the company. Mr. Packard, who 
stepped up from exec vp to suc- 
ceed Herbert F. Johnson, becomes 
the first person without the John- 


ADV. SALES EXEC. 
SEEKS CHALLENGING 
CAREER OPPORTUNITY 
¢ Young, mature, grad. schl. deg. 


« Experienced ind’! catalogs, con- 
sumer and business magazines 


(1) Western Rep: Top Weekly 
business mag. 


(2) Western Mgr: Hi-class 
consumer pub’n. 
(3) Gen. Mgr: Top trade mags. 


Box 914 ADVERTISING AGE 
480 Lexington Ave., 
New York 17, New York 


HOMES on 
Chicago’s North Shore 


We are specialists in executive-t 
homes on Chicago's attractive, 
sirable North Shore. We have 
helped dozens of men in the adver- 
tising business a | and sell homes 
in the area including Wilmette, 
Kenilworth, Winnetka, Deerfield, 
Northbrook, Glenview, and North- 
field. Whether you are interested 
in a home on the North Shore now, 
or at some later date, be sure to 
check with us first for personalized 
“soft sell” service to help you find 
exactly the right place for you. 


1034 Waukegan Rd. 
Northbr 


COMPARY 


IHinois 
al " oo 
MEMBERS OF EVANSTON-NORTH SHORE 
REAL ESTATE BOARD 


b 


REALTY 


from a functional to a product-| 


At the top is Howard M. Pack- | 


Howard M. Packard 


why we have this new setup, 
based on product lines rather than 
| functions.” 

| Johnson already has made sig- 
nificant strides in non-wax fields. 
| Raid, a house and garden insecti- 
cide introduced in 1955, was the 
| company’s first non-wax product 
land is now the No. 1 aerosol bug 
ikiller in terms of sales (AA, Aug. 


growth is slower than we feel we, 
are capable of.” 


The “sponsor group” which first 


studies an idea is composed of per- 
sons from various departments of 
the company; it must pass on the 
feasibility of the product. If the 
idea warrants further study, man- 
agement appoints a product com- 
mittee to continue the work. Mar- 
keting, advertising, production and 
distribution personnel are included 
i 


in this committee. Market research 


and panel testing begin here. Then 
the final product is market-tested 
before national distribution is be- 


The product committee often in- 
cludes persons from the advertis- 
ing agency which will handle the 
new product, assuring full integra- 
tion of marketing facilities during 
the early test stages. 

Johnson has three agencies: 
Foote, Cone & Belding, Benton & 
Bowles and Needham, Louis & 
Brorby. There is no competition for 
assignment of new products, ac- 


5 |cording to Mr. Packard. That’s de- 
'icided by Johnson brass. 


'}@ Johnson advertising is designed 


to show product attributes in a fac- 
tual and dramatic manner, and to 
tell housewives how the product 
will help them, according to Doug- 
las L. Smith, household products 
advertising and merchandising di- 
rector. 


mosphere in our advertising.” 


Mr. Packard. 
The new Klear will be ad- 


19, 57). Off! insect repellant and 
Glade air freshener, other non- 
wax products, are also successes in 
their fields, the company reports. | 
Additional new products are in 


the works. 35 Johnson “sponsor 
groups” presently are studying 
new consumer and __§ industrial 


|products, as well as proposed im- 
provements on existing items. 

The original S. C. Johnson 
founded his company in 1886 in a 
sort of diversification move. He 
was a salesman of parquet flooring 
in Racine, but he found many peo- 
ple looking for a good wax to pol- 
ish and protect the floors. That 
sent him into the wax business. 


® “Diversification is a regular 
thing here,” Mr. Packard said. “We 
have an organization with fine 
people, fine equipment and certain 
skills; it’s natural for us to use our 
skills to the fullest.” 

No new product reaches the 
market if it lacks two primary re- 
quirements, Mr. Carlson said. It 
must have demonstrable superior- 
ity, recognizable by the consumer, 
and it must be a help to the user. 

“The housewife has been get- 
ting increasing attention from in- 
dustry during the past several 
years,” he said. “We use all our fa- 
cilities to find opportunities to help 
her.” 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 


DEARBORN 2-1062 


1909 W. Diversey Pkwy e 


Chicego 4 


187 MW. LASALLE, CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
INDUSTRIAL 


® Two points stand out in high- 
lighting Johnson’s decision to go 
into non-wax fields: 

1. The company has top re- 
search facilities (especially in 
chemical specialties), a respected 
name and a well-established mar- 
keting organization. 

2. Other fields with great 
growth potential and no strong 
sales leader offer good profit po- 
tential. In the words of the young 
Samuel Johnson: “The wax field 


vertised on both tv shows, begin- 
ning with the Skelton program 
Feb. 25; and in 26 cities via news- 
papers beginning Feb. 23. Foote, 
Cone & Belding has the Klear ac- 


count. 


tremely powerful factor 
business.” 


tising, 


ure in 1957. 


“We have a franchise with the 
housewife that is better than aver- 
age,” Mr. Smith said. “We try to 
create a friendly and helpful at- 


The company uses two network 
television shows—the Red Skelton 
and Steve Allen shows—because 
“demonstrations that are possible 
only on tv are our most effective 
form of advertising,” according to 


se “Our changes in management 
don’t change the fundamental or- 
ganization of our advertising,” Mr. 
Packard commented. “Advertising 
has always been and is now an ex- 
in our 


The company is privately owned 
and releases no figures, but ADVER- 
TISING AGE has estimated that it 
spent about $12,000,000 for adver- 
tising in 1956. New product adver- 
especially for consumer 
items, probably boosted that fig- 


“Opportunities are extensive in 


the industrial area,” Mr. Johnson 
said. “We even utilize some house- 
= New product ideas face a rough|hold products for industrial use. 
road before they bloom into bright| Four or five years ago we found 
new items on store shelves. Ideas | that a normal floor emulsion could 
themselves are plentiful. “We get|be used in cooling and lubricating 
about 1,000 ideas a year from al! | machinery. 
sources,” Mr. Johnson said. 


We developed and 


marketed it in that capacity, and 
now we are a factor in the coolant 
field. And as we broaden into the 
non-wax fields more such 

stances will undoubtedly arise.” 


in- 


s “We are diversifying on geo- 
graphical lines, too,” Mr. Packard 
pointed out. “We have active sub- 
sidiaries in 10 countries now. And 
we find that the needs of house- 
wives in other countries are not 
radically different. 
duced many products successfully 
overseas; Pride (furniture polish) 
is very popular in Germany.” 


We've intro- 


“Some of our new ideas come 


from foreign subsidiaries,” added 
Mr. Johnson. 
testing a packaging machine de- 
veloped in Germany.” 


“Right now we're 


New product plans for 1958 are 


pretty well set, but the company 
is reticent about discussing them. 
“No use scaring the competition,” 
Mr. Johnson said. 


Beyond this year the horizons 


are unlimited. “We don’t have any 
pre-conceived 
we're going to do in 1959 or 1960,” 
Mr. Packard said. “We will contin- 
ue to formulate the best products, 
whatever they happen to be. We 
|can’t do that by the calendar. But, 
while we examine other industries, 
we're definitely not going to soft- 
pedal the wax business.” 


ideas about what 


® The new products department, 
now headed by Allen C. Buhler, 
is expected to study products in 
many fields. Their main objective 
is “to get into the right business at 
the right time with the right prod- 
uct,” according to Mr. Johnson. 


Prime targets for new Johnson 


products are fields where business 


is growing, and where there is no 


strong sales leader. Raid was the 
|first house and garden bug killer, 
|}and there are four or five others 
on the market now. 


# Johnson’s marketing organiza- 
tion is tailor-made for any chem- 
ical product sold through food, 
drug, department or hardware 
stores, as well as through other 
wax product outlets. But if the po- 
tential market is deemed sufficient 
to provide a good return on the 
investment, the company will 
move into fields where it is not 
now set up to distribute. At least 
one such product is now under 
consideration. 

Development of new products 
may lead to further management 
changes. “We have to keep pace 
with the times,’ Mr. Packard said. 
“I hope we never finish making 
changes.” # 


NEW! ws Klear floor wax 
| _ Gries clear as glass 
never yellows ! 


is still growing, but the rate of 


LATEST—Print ad- 
vertising will 
| break this month 
| for Klear floor 
| wax, newest 
product of S. C. 
Johnson & Co. to 
hit the market. 
Foote, Cone & 
Belding is the 
agency. 


Re ee cs aie oe i i oe NO ee pee ee 
NS eS OR el ane Oe aetags eee oS See, ae 
cen Me GR age te a ee ce Be Se Tee See 
fn. oe eG Ce ee. es ee ee 2) Sa es Sea igs es ee ee tae. ee eee 
a 5 ieee ss ee Sie . BAe, aa —— se ees i epee es ai Eh Po ete 2 Paredes Diepeeee ge ane ee ee st 
men * Be i! oot Sena eg? LE NC + Tg a Ra Rea dat sca nada eaalgrnteat pes ~ cau Riad Wi 2h ai : Bn SS ee a ao. ue fe gaa Ss tre em i cee ame: Gen geen am ast 
ee ee ee ee ee ee i ne 
ss — : : B. 
ef; 
? = ‘a 
95 a8 
Pd ae 
a 
| ee: 
' 
a _? 
¥ 
a i: ; 
ee 
\ he, 
ae io 
Re oie ra ie 
er 2 ne 4 * sl i é: 
cE c_ ——- 
ER: to —_—__= 
a , : 
pia ‘ , = s | an 
e 9 
a . , - 
| " F : a 
ey 4 Diy. aS 
Raa A! 4 fc. | ae 
a 
_ ef 
a a | 
Pd 4 
| Pe | 
| i 
EEE = 
a 
P 
w ~ : 
a 
| 
} 
fo | 
WHAT = x’ Qe : 
-_ ' <a, eee - 
. 
WILL = : 
a ae oe a 
IT 4 Le 
DO b ; ; 
1? m\\=s 
THIS ‘\ Tk | sur roudi 
* , k| al bleer wort | kleer wll 
| | FLooR WA) | | 
| - ’ 
ee eR: sae eas 
a pe ee ; —— a 
<3 | YON'T ie a preg tnd me 
ANY bess . 
| . rs . > gts »enth 
| . . Pe. 
? : : ey 
” ‘ ray. r 
i on b 
CC | : bo ae 
| ~~ cr ae a 
| Costs no were to use! FONE, Kee: ate Semen — are 
a a eet ee feet 
ee ee ey Sie ae 
ig % ae <a fe 2 Ee ao) ee a See ge See Po ae ee 
aoe pase he 2 rs ie Ee Ma Gs Ge RTS) gc Ae ee ae eee rate x he, SW ee a et a a a EE. I set ee ON ee 
a ‘. _ ee ; re ae Ea wh aoe nie tars Stag, ag ih en ete ae bls : ; Eh - 3 4 eo ee, oe ey ees elie’, oy Le Scie 
ri at) Caen Fe serena oo emaae Te a A et ia es ee th F . Pe ih ea * re rie i 


7" 
% 

ai 

es 


Admen Shocked, 


Angered by 
Buick Shift 


(Continued from Page 1) 

on the other hand we have money.” 

One inquirer asked if AA was 
going to rerun its Feb. 10 editorial 
which deplored the “rather sur- 
prising number of cases in which 
agencies have resigned or given up 
accounts when a competitive ac- 
count has been shopping for agen- 
cy service.” 


8 The resignation of Chrysler to 
get Buick was not unparalleled in 
recent McCann history. In October, 
1954, the agency sent to its client, 
the Gruen Watch Co., “a stream of 
men who got an okay on adver- 
tising plans and departed by plane 
from Cincinnati Wednesday night.” 
On Thursday morning the compa- 
ny had a caller—Emerson Foote, 
then exec vp of McCann-Erickson 
(now with Geyer Advertising)— 
who promptly resigned the ac- 
count. Gruen, billing well over $1,- 
000,000, was resigned as of Dec. 31, 
1954, by McCann; on the following 
day the agency announced it would 
pick up the $5,000,000-plus Bulo- 
va watch account—effective Jan. 
1, 1955. 

Later in 1955 McCann parted 
company with a client of 17 years 
standing, Maytag Co., after taking 
on the much larger Westinghouse 
account. 


= One agency president told AA 
he was aghast. “A number of 
years ago when Benton & Bowles 


Ooops! Better Buy Buick 

McCann’s selection as Buick’s 
agency came as a surprise to some 
top McCann execs. Peter G. Peter- 
son, newly named assistant to the 
president and coordinator of cor- 
porate services to regional offices, 
bought a new Chrysler Imperial 
several weeks ago. “I believe in be- 
ing loyal to a client and I expect 
to trade it in on a new Buick in 
the near future,” Mr. Peterson said. 


dropped Bristol-Myers to take 
Colgate, the agency was under a 
cloud for about three years,” he 
recalled. “Now the ground rules 
seem to be different. We're creat- 
ing an atmosphere—a psycholog- 
ical temperature—in which we 
will create our own chaotic condi- 
tions. 

“It’s all very well to talk about 
the short shrift given agencies by 
clients . . . actually, most of them 
give out repeated warnings, re- 
peated opportunities to change 
whatever is wrong. The moral 
questions raised by this resigna- 
tion—by any agency resignation 
of a client to take a bigger one— 
are vastly more serious than 
moves by a client.” 

One major agency president told 
AA that he thought McCann’s 
resignation of Chrysler to take 
Buick “stinks.” He described it as 
“one of the worst blows to the 
agency business that I can re- 
member; I feel more like a huck- 
ster today than I ever felt in my 
life.” He said if he were asked to 
give a one-word description of the 
situation he would say it was 
meretricious. 


s One highly placed agency exec- 
utive told AA that McCann-Erick- 
son could be envisioning eventual 
Buick and other General Motors’ 
billings in the neighborhood of 
$40,000,000. This source said it 
was possible McCann might be 
thinking of adding—at a future 
date—GM institutional and other 
GM business from Kudner. (GM’s 
institutional “Wide Wide World” 


tv show is handled by MacManus, 


Editorial 


We are not very proud of the advertising business this week. 

We think the maneuvering which went on with regard to the Buick 
account, and the ultimate denouement, are bad for the advertising 
business and bad for business generally. 

We think that the advertising agencies which were perfectly 
willing to give up one automotive account in order to pick up a 
competitive automotive account have done nothing to advance the 
ethics or the morals of this business. 

We think General Motors, and Buick, have done nothing to make 
the general public more proud of them or happy with them by per- 
mitting and indeed encouraging this kind of advertising agency con- 


duct. 


And we think Buick’s Mr. Ragsdale deserves no vote of thanks 
from anyone for going out of his way to make a public spectacle of 
the firing of Kudner after 22 years. 

One of the continuing problems of agency-client relations is that 
clients do not take their agencies “into the family” and tell them all 
they need to know to do a really intelligent job. The goings-on in 


connection with the Buick account will undoubtedly make clients 
more cautious than ever in this regard. 
We are not very proud of the advertising business this week. 


John & Adams.) 

He added that it was not impos- 
sible that McCann might effect a 
“consolidation” with Kudner. 

C. M. Rohrabaugh, president of 
Kudner, when asked by AA about 
the possibility of a consolidation 
with McCann, said, “I don’t want 
to answer.” He added, however, 
that he had never met Marion 
Harper Jr. “in my life” and that he 
hasn’t thought of going into any 
merger. 

Another major agency presi- 
dent also expressed shock, but 
more at the client than at the 
agency. “It’s appalling to think of 
the biggest corporation in the U. S. 
doing this sort of thing,” he said, 
adding: “This sort of thing is very 
bad for the agency business. It’s 
a kind of billings-madness.” 


® Originally some competing 
agencies were told that Buick was 
not looking for automotive experi- 
ence, and were advised not to play 
up automotive background in their 
representations or among their 
people. “Automotive advertising is 
ingrown .. . straitjacketed .. . un- 
imaginative,” they were told, and 
they were urged to stress original- 
ity and creativity. In subsequent 
conversations with Mr. Ragsdale 
and E. C. Kennard, general sales 
manager, however, agency men 
thought they noted a change in 
view, and agencies were told 
frankly that it was a question 
of “courage—whether we have 
enough to ignore automotive ex- 
perience in an agency.” As this 
chill note swept among the agen- 
cies without extensive auto ex- 
perience some agency men were 
prepared for an auto shop to get 
the account. 


® McCann-Erickson, which ended 
1957 with a billing of better than 
$260,000,000, enjoyed a sensation- 
al new-business year in '57, which 
saw volume zoom better than $40,- 
000,000 over its 1956 total. In a 
seven-month period beginning Oc- 
tober, 1955, and ending May, 
1956, McCann added two of the 
most attractive accounts in the 
advertising vineyard; it got the 
$15,000,000 Coca-Cola account 
from D’Arcy, which held it almost 
50 years, and the $10,000,000 Ches- 
terfield account from Cunning- 
ham & Walsh, which with its 
predecessor, had handled that cig- 
aret for 37 years. 

Even before this—in December, 
1954—ADVERTISING AGE, comment- 
ing editorially om McCann’s ab- 
sorption of Marschalk & Pratt, 
pointed out that if the merger 
worked—as it has up to now—it 
would mark the beginning of “a 
new type of super agency.” The 
editorial said that “if the experi- 
ment works, the advertising field 
can look for the further develop- 
ment of ‘satellite’ agencies which 


would actively solicit accounts 
which other satellites—or the par- 
ent agency—can’t touch because 
of conflicts.” 


# In April, 1956, Marion Harper 
Jr. described his shop as the fast- 
est growing agency in the world. 
He said the agency had trebled its 
billings in the preceding seven 
years, that the agency was No. 1 
in Latin America and Continental 
Europe and that more than half of 
McCann’s growth had come from 
existing clients. Mr. Harper also 
said that 25% of the agency’s 135 
U. S. accounts was in the multi- 
million dollar billing group; an- 
other 25% was between $250,000 
and $1,000,000 and the remaining 
half billed under $250,000. The 
agency then had five accounts bill- 
ing more than $10,000,000 each 
and 20 billing less than $20,000. 


How the Losing 


Agencies Reacted 


e Richard N. Heath, president of 
Leo Burnett Co., Chicago, which 
had been reported as a leading con- 
tender for Buick, described Mc- 
Cann’s selection as a “rather un- 
expected development.” He said 
that Burnett had not been informed 
of McCann’s selection, and that his 
first knowledge of the appointment 
came when he was called by a 
reporter. 

“We are disappointed that we 
didn’t get the account, but we re- 


(Continued from Page 1) 
that McCann was not a contender 
(AA, Jan. 13). 

Chrysler appeared to be as 
shocked as everyone else. Shortly 
after McCann’s resignation, James 
Cope, vp of corporate market plan- 
ning, issued the following state- 
ment from Detroit: “It was quite 
agreeable to Chrysler Corp. for 
McCann-Erickson to resign the 
business. The relationship has been 
a pleasant one over the years but 
changes of this nature are not un- 
usual.” 


® McCann reportedly was invited 


into the Buick picture two weeks 
‘ago by Mr. Ragsdale. Yesterday, 
AA was told, Marion Harper, pres- 
| sont of McCann, flew to Flint and 
| was told last night by Mr. Ragsdale 
that his agency had been chosen. 

This morning Mr. Harper re- 
|portedly walked into the office of 
Mr. Cope and told him, “I guess 
|you know why I am here.” Mr. 
|Cope is said to have replied that 
jhe had heard rumors about Mc- 
|Cann pitching for Buick and asked 
|Mr. Harper if McCann was resign- 
jing Chrysler. He was given an 
affirmative answer. Simultaneous- 
ly, Buick held a press conference 
and made the McCann announce- 
ment. 

Chrysler declined to elaborate on 
its short statement. 

McCann’s move increased the 
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M'‘Cann ShedsChrysler 
to Take Buick Account 


turmoil that has besieged the auto- 
mobile industry in the last two 
months. The troubled times started 
when Buick fired Kudner Agency, 
which had handled the account for 
22 years (AA, Dec. 23). 

Just a month later Young & Rub- 
icam resigned the $5,000,000 Lin- 
coln automobile account without 
a word of explanation (AA, Jan. 
27). A Lincoln executive told AA 
that Y&R was asked to leave be- 
cause the agency was flirting with 
Buick. Y&R later solicited Buick 
and was considered to be a strong 
contender. 


® The Lincoln account is still dan- 
gling. Lincoln says it talked in- 
formally to five or six agencies this 
week and plans to visit with more 
agencies next week. Although the 
company declined to identify any 
agencies in the running, it did say 
that Ford Motor Co.’s three car 
agencies—J. Walter Thompson, 
Foote, Cone & Belding and Kenyon 


|& Eckhardt—are not under con- 


sideration. A successor to Y&R may 
be named before the end of the 
month, Lincoln said. 

There also is speculation along 
ad row as to the status of Batten, 
Barton, Durstine & Osborn and its 
De Soto account. BBDO was one 
of the ten agencies given final con- 
sideration for the Buick account, 
and was talked to twice by Buick 
agency-selection people. + 


ceived a fair hearing and first class 
treatment from Buick,” Mr. Heath 
told AA. He added that an agency 
team met three times with Buick, 
the last meeting being held on Feb. 
5. 

Burnett made no speculative pre- 
sentations for Buick, Mr. Heath 
said. The agency has made no plans 
to solicit Lincoln or Chrysler, he 
added. 


e Atherton W. Hobler, chairman 
of Benton & Bowles’ executive 
committee, got the word about 
Buick’s going to McCann from an 
AA reporter. Mr. Hobler seemed 
surprised by the news, exclaiming: 
“But they’ve got Chrysler!” He de- 
clined to comment on the appoint- 
ment, saying, “Anything from me 
at this point would sound like sour 
grapes.” 


e Batten, Barton, Durstine & Os- 
born, which has insisted from the 


AN IMPORTANT MESSAGE 


FOR 


SIGURD S. LARMON, President 
YOUNG & RUBICAM, INC. 


It's a certainty that your agency will be awarded 
the Buick account —based on your creative reputation, 
record of achievements, your presentation and the 
many other facets that GM has recognized in 


your organization. 
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WANT AD—When 
AA published 
(Jan. 13) the 
list of nine agen- 
cies being consid- 
ered to handle 
Buick, a “‘GM’ 
Art Director” 
made up this ad, 
which went to 
all nine agency 
heads—plus Mar- 
ion Harper of 
McCann-Erickson 
and Sigurd Lar- 
mon of Young 
& Rubicam (as 
shown), who 
were not on the 
list of nine. In 
a letter, the job- 
hunter said he 
wished he could 
afford $4,800 to 
run the copy as a 
page ad, but, “I 
am placing this 
directly with you 
and hope that the 
same impact is 
achieved.” 


Fy Donde One got ond On nou Bit hn Gero pervenainy 


beginning that it was not soliciting 
Buick (it has DeSoto), learned 
about McCann-Erickson’s appoint- 
ment “by teletype from our Detroit 
office around noon Thursday.” 
David Danforth, exec vp of BBDO, 
told AA, “No, we haven’t been no- 
tified yet by Buick and we don’t 
expect to be.” 


e Bart Cummings, president of 
Compton Advertising, another 
Buick contender, said he learned 
of the McCann choice yesterday, 
“through rumor from an industrial 
newspaper guy in Detroit.” Mr. 
Cummings said he still hasn’t been 
officially notified by Mr. Ragsdale. 
“The McCann appointment is a 
Strange turn of events,” said Mr. 
Cummings. “It is very unfortunate 
for General Motors and the adver- 
tising business. Mr. Ragsdale may 
have had good reason to name Mc- 
Cann, but it doesn’t do our busi- 
ness any good; we should have as 
high a code of ethics as anyone 
around, and this appointment will 
give the people who snipe at ad- 
vertising more ammunition.” 


e Another executive of an agency 
generally believed to have been in 
the running for Buick told AA that 
the Chrysler people “were com- 
pletely shell-shocked” by Mc- 
Cann’s resignation to get Buick. He 
said, “One of Chrysler’s very top 
guys still couldn’t understand it to- 
day. They are all aghast out there.” 
The agency man said the Chrysler 
people were saying that Marion 
Harper Jr. “had been denying, de- 
nying, denying he was interested 
in Buick.” Then came the bomb. 


e An executive of another agency 
linked to the Buick bidding said 
the McCann resignation of Chrys- 
ler to get Buick “is a very bad 
thing for the agency business.” He 
added that “it is very hard to find 
the business sense behind the 
moves; there must be some un- 
known factor in the picture. I 
shudder to think what the key 
bankers and other top members of 
the business community will think 
about this. Wall Street could un- 
derstand a guy changing over to 
double his billings, but not this. 
Maybe McCann is figuring on get- 
ting a lot more GM billings; that 
may be the unknown in this thing.” 
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Advertising Age, February 17, 1958 


Ragsdale Got 


Agency Prospect 
List from Ellis 


(Continued from Page 1) 
Erwin Wasey, Ruthrauff & Ryan 
Fuller & Smith & Ross 
Lennen & Newell 
McCann-Erickson 
Young & Rubicam 
This is essentially the same list 

that Mr. Ragsdale gave to ADVER- 
TISING AGE on Jan. 10, with three 
important exceptions: 

Mr. 
the names of only nine agencies at 
that time; the nine were the first 
eight listed above, plus William 
Esty Co. (Mr. Ragsdale told AA to- | 
day that he had been mistaken in| 
listing Esty and that this agency 
had not been invited to bid.) 


® This first list of nine was given 
to AA on the phone from Miami 
Beach, where Mr. Ragsdale was 
attending the National Automobile 
Dealers Assn. meeting. He said at 
the time that he did not have the 
full list with him, which could ex- 
plain why he did not list either Mc- 
Cann or Y&R as contenders. 

Using the list as a guide, Mr. 
Ragsdale invited the ten agencies 
to pitch. At least two talks were 
held with all the contenders, either 
in Flint or in the agencies’ head- 
quarters. Buick held three meet- 
ings with McCann, two in New 
York and one in Flint. 


= Mr. Ragsdale told ApVERTISING 
AcE that he considered the follow- 
ing yardsticks in choosing a new 
agency: 

Billings, number of branch of- 
fices, clients, salaries of key agen- 
cy personnel, marketing and con- 
sumer research facilities, key per- 
sonnel in tv departments, tv shows 
handled and developed, influence 
with tv networks, and depth of 
agency talent. 

Mr. Ragsdale also told AA that 
he was particularly impressed with 
McCann’s New York office, person- 
nel of the agency and McCann’s 
training program for young execu- 
tives. The Buick chief also was im- 
pressed with McCann’s “Forward 
Look” campaign for Chrysler, AA 
learned. 


s Y&R had no contact with Buick 
until after it resigned the Lincoln 
automobile account, Mr. Ragsdale 
said. He added that he received a 
letter from Sigurd Larmon, presi- 
dent of Y&R, following the Lincoln 
resignation, in which Mr. Larmon 
stated that his agency did not re- 
sign Lincoln to solicit Buick, but 
asked to be permitted to talk to 
Buick. Mr. Larmon gave no reason 
for his resignation of Lincoln in the 
letter. 

In answer to an AA question, 
Mr. Ragsdale said he invited BBDO 
to come in, and that he had two 
meetings with the agency. BBDO 
handles De Soto. 


s Buick did not notify the losing 
agencies of its decision before yes- 
terday’s announcement to the 
press. However, Mr. Ragsdale pre- 
pared a letter to all of the agencies 
yesterday afternoon notifying them 
of the decision—several hours after 
the press conference was held. Oth- 
er finalists for the account learned 
of the decision from other sources. 


Movado Increases Promotion 
Movado Watch Agency Inc., New 
York, plans to increase its adver- 
tising as a result of Movado stand- 
ngs in the official Swiss annual 
timing competition. Newspaper, 
magazine and cooperative adver- 
tising is planned to publicize the 
*sompany’s awards. Blaine-Thomp- 
son Co., New York, is the agency. 


Ragsdale could remember | 


Last Minute News Flashes 


Marshall Named Bell & Howell Ad Director 


Cuicaco, Feb. 14—Pete Marshall, formerly an account exec at Ed- 
ward H. Weiss & Co., has been named advertising director of Bell & 
Howell, succeeding H. P. Driscoll, who has left the company. 
McCann Loses Westinghouse TV Set, Hi-Fi Account 


PITTSBURGH, Feb. 14—Westinghouse Electric Corp. is taking its tv 


|receiver and hi-fi instruments account from McCann-Erickson, New 


York, and is believed to have offered the business to Grey Advertising, 


also New York. 


Schellenbach Leaves F&S&R for H. K. Porter Co. 


New York, Feb. 14—Burton W. Schellenbach, former vp and plans 
board chairman of Fuller & Smith & Ross, has joined H. K. Porter 
Co., Pittsburgh, as vp of sales. The position has been vacant for six 
months, since Samuel Gurley resigned to join the aluminum division 
of Olin Mathieson Chemical Corp. 


Sun Oil Names Schmitt Ad Manager, Replacing Case 


PHILADELPHIA, Feb. 14— William M. Schmitt, formerly assistant gen- 
eral manager of the motor products department of Sun Oil Co., has 
been advanced to general manager of advertising of the company. 
He succeeds Storrs Case, who resigned last October (AA, Oct. 28). 
Since Mr. Case’s departure, Sun Oil’s ad department has been headed 
by Palmer D. McKay, assistant ad manager, who now has been pro- 
moted to ad manager of motor products. At the same time, William B. 
Daub, formerly assistant ad manager of industrial products, has been 
named ad manager of industrial products. 


Campbell Soup Reenters Britain, Names JWT 


Lonpon, Feb. 14—Campbell Soup Co., preparing to resume market- 
ing in Britain (AA, Jan. 14, 57), has appointed J. Walter Thompson 
Co. to handle its advertising. To service the account JWT is shifting 
Dwight F. Wear, an American, from its Bombay office to London. 


‘Detroit News’ Gets Herman, Weis for Top Posts 


Detroit, Feb. 14—The Detroit News has appointed Laurence T. Her- 
man director of advertising and C. Arthur Weis general manager, both 
effective March 17. Mr. Herman, who has headed the Waxed Paper In- 
stitute and the Waxed Paper Merchandising Council, Chicago, the past 
two years, succeeds Max J. Gerstman, who is retiring, but will remain 
with the News for an indefinite period. Mr. Weis, formerly president 
and general manager of the St. Louis Globe-Democrat, succeeds D. Roy 
Merrill, vp and general manager since 1944, who has been named exec 
vp. 


Calvert, Four Roses Launch Drives 


New York, Feb. 14—Calvert Distillers Co. will launch its new cam- 
paign for Calvert Reserve Feb. 20 in 500 newspapers. It will also use 
color pages in Argosy, Ebony, Life, Look and True, and outdoor panels 
in 100 markets. Grey Advertising Agency has the account. Four Roses 
Distillers Co., another division of the House of Seagram, will launch its 
new campaign for Four Roses whisky with a color page in Life March 3. 
It will also use Look, 150 newspapers and outdoor panels, featuring an 
heraldic shield for a proposed Four Roses Society. Young & Rubicam 
is the agency. 


Cigaret Men Asked to Weigh Smoke Standards 


WASHINGTON, Feb. 14—Federal Trade Commission today invited cig- 
aret companies to a conference Feb. 26 to develop uniform specifications 
for testing the tar and nicotine content of smoke. The commission said 
standards are necessary to prevent deception of the public in the indus- 
try’s advertising. Meanwhile, it was learned that a House subcommittee 
under Rep. John Blatnik (D., Minn.) has completed a report on tobacco 
ad hearings held last summer and may make it public next week. 


Cadbury-Fry Shifts to Breithaupt, Milsom from Hoyt 


New York, Feb. 14—Cadbury-Fry (Export) Ltd. has switched its 
account from the Charles W. Hoyt Co. to Breithaupt, Milsom Ltd., To- 
ronto, effective May 1. Cadbury markets chocolate bars and chocolate 
biscuits in U. S. outlets. 


NBC’s Denny Moves to RCA; Other Late News 


e Charles R. Denny, an exec vp of NBC, is leaving after ten years with 
the network to transfer to its parent company, Radio Corp. of America, 
New York, in the newly created position of vp for product planning and 
the development of new activities. P. A. Sugg, exec vp of WKY-TV, 
Oklahoma City, has been offered the job of head of the NBC owned 
stations division and spot sales. The rest of Mr. Denny’s responsibilities 
at NBC are expected to be divided between two other exec vps, Robert 
E. Kintner and J. M. Clifford. John Reber has resigned as director of 
NBC spot sales. 


e James J. Flood has been named vp and director of marketing of 
Lambert & Feasley, New York. He formerly was in charge of marketing 
at Grant Advertising, New York, and before that was a merchandising 
manager at Standard Brands and vp in charge of sales and advertising 
of Tek-Hughes, a Johnson & Johnson subsidiary. 


e A 35% increase in King Sano sales in 1957 was the major factor in 
increased net income and sales of U. S. Tobacco Co. during the year. 
Net income rose from $2,825,029, or $1.46 per share, in 1956, to $3,306,- 
655, or $1.73 per share. Net ’57 sales totaled $28,208,841, a rise of $467,- 
717 over the $27,741,124 achieved in 1956. 


e There is no slowdown in the wave of network tv cancelations. At 


| NBC-TV Pharmaceuticals’ “End of the Rainbow” fades after six shows 


to be replaced by “Amateur Hour.” Ford and Philip Morris have can- 
celed “Suspicion”; “Wagon Train” loses Lewis-Howe in April and 
Drackett in June, with General Foods as a possible short termer for 
an alternate half-hour on this western. There is no replacement yet 
for Gisele MacKenzie (Schick and Scott), who leaves in April, and 
Rosemary Clooney (Lever Bros.), who finishes in June on NBC-TV. 
Another hole will open up on CBS-TV’s “Playhouse 90” with the de- 
parture of Philip Morris, which also is weighing the future of the 
“Mike Wallace Show” on ABC-TV. 


e The Assn. of National Advertisers will make public the complete 
Frey report on Monday, Feb. 24. 
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Buick Is McCann‘s Second GM Auto; 
Its Entering Wedge Was German Opel 


When Ragsdale, Kennard 
Called on McCann, They 
Visited Present Clients 


New YorKk, Feb. 14—A week 
ago, an ADVERTISING AGE reporter 
inadvertently called Marion Harper 
Jr. while he was in the office of 
James Cope, Chrysler director of 
marketing. Was it true, he asked 
Mr. Harper, that McCann was well 
up in the Buick agency race? 

“I just bought a Chrysler 300,” 
said Mr. Harper, “I couldn’t afford 
to handle Buick—we’d be losing 
money.” 

Yesterday morning, after sitting 
through a new creative presenta- 
tion on Chrysler, Mr. Harper and 
Mr. Cope stepped aside, and the 
42-year-old agency president told 
the marketing boss of Chrysler that 
McCann was resigning all its 
Chrysler business to take on Buick. 

At the same time, Paul Foley, 
head of McCann’s office in Detroit, 
was telling the same news to Clare 
E. Briggs, sales vp of the Chrysler 
division. 

McCann’s expression of regret, 
in a statement furnished to news- 
papers, made much of the fact that 
Chrysler was left with a lot of 
agency resources—BBDO, N. W. 
Ayer, Grant Advertising and Ross 
Roy. 


s It was the end of a postwar 
comeback story for Chrysler; by 
coincidence, the day the agency 
shift was announced was the day 
Chrysler reported its best contem- 
porary earnings and sales. McCann 
had furnished Chrysler with the 
Forward Look, had handled the 
distinctive advertising for the Im- 
perial. Chrysler had been a client 
since 1945. McCann had had the 
institutional advertising since 1953 
(previously it had been shifted 
from agency to agency on an intra- 
mural competitive basis), and it 
picked up Chrysler export last 
year. 

Since the Chrysler billing was 
probably around $27,000,000 ($2,- 
000,000 in export, Canadian and 
special services, and $25,000,000 
more divided fairly evenly be- 
tween Chrysler Imperial and in- 
stitutional), and the top figure 
quoted for Buick was about $24,- 
000,000, the agency obviously stood 
to lose some billings. It has been 
suggested that McCann may pick 
up additional GM business—but 
McCann sources say this isn’t a 
factor, that it hasn’t been dis- 
cussed. 


s The official reason for the shift 
has been ascribed to the problem 
of Opel. This GM car, manufac- 
tured in Europe, is now sold by 
Buick dealers and is being import- 
ed into the U. S. at the rate of 1,000 
a month. Since 1929, its advertis- 
ing in Europe has been handled by 
McCann. Its literature, now avail- 
able in every Buick sales room, 
was produced by McCann, and Mc- 
Cann also handles the expanding 
GM operations in Brazil, plus sev- 
eral independent distributors. 

Thus, in a sense, when Messrs. 
Ragsdale and Kennard came call- 
ing at McCann’s New York office, 
they came as present clients. They 
looked around for an afternoon, 
and they talked to perhaps six top 
McCann people. They saw no pre- 
sentations, but McCann men are 
understood to have talked to them 
about their special fields of oper- 
ation. 


s The next time Mr. Harper saw 
them was in Flint, two days ago, 
after a night flight from South 
Carolina, whence he had been 
summoned. The decision to take 


his alone, McCann sources say. 


® The McCann automotive team 
was headed by Mr, Harper, who 
personally took charge of the 
Chrysler account. The team en- 
tails, according to the agency, some 
108 executives, and their payroll 
runs around $3,000,000. It includes 
a force of seven field men, in con- 
stant motion around the country. 

Among its contributions’ to 
Chrysler was “Operation Momen- 
tum,” a promotion introduced last 
July to sell cars in the third quar- 
ter, which is credited with having 
sold 30,000 additional Chrysler 
cars in that period. But Chrysler’s 
introduction of new 1958 models in 
the fourth quarter seemed notice- 
ably skimpy in comparison with its 
rivals. 


s The international advertising of 
GM is not coordinated, and local 
plants have autonomy. Thus J. 
Walter Thompson Co. handles— 
and has since 1927, in fact—GM in 
Belgium, and Grant Advertising 
handles GM in Venezuela. 

Chrysler does not market inter- 
nationally, except by export. When 
the London office of McCann was 
putting together a worldwide auto- 
motive study for Chrysler, the 
agency had to exclude the import- 
ant German market because of the 
GM conflict. + 


‘U.S. News’ Will 
Support ARF Study 


New York, Feb. 13—U. S. News 
& World Report said today it is 
ready to participate in the maga- 
zine audience study proposed by 
the Advertising Research Founda- 
tion. 

John Sweet, publishing director, 
told ApDvVERTISING AGE that U. S. 
News had had reservations about 
the study, as it was originally out- 
lined, on the ground that it lacked 
qualitative measurements. 

He said, however, that “we have 
been encouraged” in conversations 
with ARF representatives that 


| qualitative analyses will be built 


in “if and when the study is done.” 


s The “yes” vote from U. S. News 
brings to five the number of maga- 
zines supporting the controversial 


|study. Family Circle, Look, Pro- 


gressive Farmer and True have 
also signified their willingness to 
participate in the project. 

Nine magazines are on record as 
opposed to the study. These are 
Holiday, Ladies’ Home Journal, 
Life, McCall’s, Reader’s Digest, 
The Saturday Evening Post, Sports 
Illustrated and Time, # 


Lestoil ‘Not Flammable,’ 
Adell Chemical Insists 

Following complaints by 
Federal Trade Commission that 
Lestoil is “highly inflammable” 
(AA, Feb. 10), Adell Chemical Co., 
Holyoke, Mass., has issued a denial. 
In its denial, Adell says that the 
liquid detergent “is not dangerous- 
ly flammable and complies with all 
federal regulations with respect to 
the labeling or advertising.” 

Adell supported its denial with 
a report of tests made by the U.S. 
Testing Laboratory, Hoboken, 
which said that the product “is not 
considered hazardous for regular 
household applications” and states, 
“According to Interstate Commerce 
Commission regulations, Paragraph 
No. 73.115, Lestoil is not a flam- 
mable liquid.” Adell adds, “Since 
the product was introduced 25 
years ago hundreds of millions of 
bottles have been used without a 
single question ever arising as to 


the 


Buick and to let Chrysler go was its safety.” 
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Ad Week Replies 
to False View 
of Advertising 


(Continued from Page 2) 


past year necessitated a strong 
campaign to educate the pub- 
lic as to advertising’s role in the 
economy and in society. 

“You might say the theme of the 
campaign is just what some of the 
newspaper mats say, ‘America is a 
better America thanks to advertis- 
ing’,” the AFA said. “We are 
alarmed at the public scoffing at 
advertising and advertising peo- 
ple.” 

The radio spots are 10, 20 and 60 
| seconds long. In addition to the 604 
|stations using platters, many more 
are using scripts, furnished by the 
AFA. The federation provided the 
artwork for all outdoor companies. 


Albrecht 


| s Advertising Week touched off a 
chorus of praise about the country 
| from leading public and industry 
| figures. 

| Chicago’s Mayor Richard Daley | 
‘officially proclaimed Advertising | 


Collins 


PROCLAMATION—Gov. Leroy Collins of Florida proclaims Advertising 
Week in that state as he’s surrounded by Art Albrecht, 
Florida State University chapter of Alpha Delta Sigma; Dr. Royal 
H. Ray, head of the department of advertising at the university and 
vp of the Advertising Federation of America; Joan Harmon, presi- 
dent of Gamma Alpha Chi chapter at the university, and Richard 
Joel, professor of advertising and national president of Alpha Delta 


Joel 


Harmon 


president, 


Sigma. 


of life, products find markets be- 
ing offered for the free choice of 
consumers who are aided by adver- 
tising to make their selections.” 

The Chicago Daily News noted 


Week in Chicago with the state-|that “It was in the 20th Century, 


| ment, “In our free American way |and here in Chicago, that Ameri- 


Nielsen Network TV 
Two Weeks Ending Jan. 11, 1958 


Copyright by A. C. Nielsen Co. 


Nielsen Total Audience* 
TOTAL HOMES REACHED 


Rank Program 


Rose Bowl Game (Minute Maid, Florists Telegraph Delivery Assn., NBC) 
ny} £ he. f. £ .. RR ee aes eee 
Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .... 
Perry Como Show (Several sponsors, NBC) ..........cccccscsccseeeeeeesecensenerseennennen 
Orange Bow! Game (Bristol-Myers, Carter Products, R. J. Reynolds, CBS) 
Tales of Wells Fargo (American Tobacco, Buick, NBC) 
Danny Thomas Show (General Foods, CBS) 
ee TR CIE CII. CUTE ciciecsencciecocncecesnsatcnnnsnsdiccacndieneasistssieess 
World Championship Pro-Football (Hi-Grade Food Products, Pontiac, 

| TB. Ty DUD ccncttccnticincislssetacaitincsecesusenscccnsevieeernpsecniesignessingnéupecense 
Ed Sullivan Show (Mercury, Kodak, CBS) 


CoOnNO UWS WH — 


PROGRAM POPULARITY; 


Program 
1 Rose Bowl Game (Minute Maid, Florists Telegraph Delivery Assn., NBC) .... 
ees en ae en ee Dk capeacetaneaeoupbinendiagpendaniahh 
Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .... 
Perry Como Show (Several sponsors, NBC) .........cccccsesscsecsserseeseeseeeneereensnees 
Orange Bow! Game (Bristol-Myers, Carter Products, R. J. Reynolds, CBS) .... 
Gare Aemintein Theme Cate, GID. cescce sss ecseccccscsenisnesseccssnceverevemversucsceenveeniseie 
Tales of Wells Fargo (American Tobacco, Buick, NBC) 
GE Theater (General Electric, CBS)............. 
Danny Thomas Show (General Foods, CBS) 
World Champion Pro-Football (Hi-Grade Food Products, Pontiac, 
R. J. Reynolds, NBC) 


. 
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Nielsen Average Audience** 


Rank Program 


Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 
ee Oe Be FD Bi CED Cdsetittchicin tin sststnintncnccdenscsinscsstccssninss 
Tales of Wells Fargo (American Tobacco, Buick, NBC) 
Danny Thomas Show (General Foods, CBS) 
Ge CIE TRIE CIE, TERED csncccccccccesnnsecenccssevenesscsensavomerrasonsenmanenen 
Have Gun, Will Travel (Whitehall, Lever, CBS) ... 
Py ek A OGD TE, FG, GOD cerndrrnre sees ctnv ec censpssaperionceseservesreene 
Alfred Hitchcock Presents (Bristol-Myers, CBS) 
You Bet Your Life (DeSoto, Toni, NBC) 
Perry Como (Several sponsors, NBC) 


ow@no Us OND — 


_ 


PROGRAM POPULARITY} 


Rank Program 

1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 
ye ee I I I pi ctaticertecrrcsertiesesnensinosoncascnctniininnnianmnsten 
Tales of Wells Fargo (American Tobacco, Buick, NBC) 
Danny Thomas Show (General Electric, CBS) 
I I iii cerisrsicniveoregreventeienienmemnmnatinnnas 
Have Gun, Will Travel (Whitehall, Lever, CBS) 
I've Got A Secret (R. J. Reynolds, CBS) ............... 
Alfred Hitchcock Presents (Bristol-Myers, CBS) 
. 2 2. ££ Sd.  .  & > pre eee 
Wyatt Earp (General Mills, Procter & Gamble, ABC) 
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**Homes reached during average minute of the program. 


gram. 


Homes 


(000 
20,528 
20,273 
19,508 
17,085 
17,043 
16,363 
16,235 
16,023 


16,023 
15,640 


32.3 
*Homes reached by all or any part of program, except for homes viewing only one to 
five minutes. 


TPercented ratings based on tv homes within reach of station facilities and by each pro- 


can advertising really took the lead, 
spurred by the genius of such men 
as Albert D. Lasker and Claude 
Hopkins of the old Lord & Thomas 
agency.” 

The News quotes Fairfax M. 
Cone, head of Foote, Cone & 
Belding, successor agency to Lord 
& Thomas, defending advertising 
from the charge that it is a plot 
to get people to buy goods they 
don’t need. 

“Many, many years ago,” the 
News reports Mr. Cone as saying, 
“advertising was defined as sales- 
manship in print—showing your 
customer why it is in his best self- 
ish interest to buy the goods you 
have for sale. This is neither dis- 
honest nor demoralizing.” 


® Also quoted is Julian Watkins, 
chairman of the plans board of Leo 
Burnett Co.: “It’s a great business 
of individualists and they’re still 
important, but we concentrate 
more on team play and simple, 
straightforward, sincere type of ad- 
vertising.” 

John L. Collyer, board chairman 
of B. F. Goodrich Co., hailed adver- 
tising for its contribution to the 
rubber industry. 

“Through the years, advertising 
has played an important part in 
increasing America’s rubber con- 
sumption by selling new uses for 
rubber for the health, comfort, con- 
venience, mobility and safety of 
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the American people,” he said. 
“The great achievements of re- 
search and development in the 
rubber industry have been made 
known and made available to our 
people through the informative and 
persuasive medium of advertising, 
working through all communica- 
tion media for a better America.” + 


Ludgin Says Ad 
Excess Makes All 
Ads Subliminal 


(Continued from Page 2) 

one of the cast using the product; 
(2) credits (which were flanked 
by pictures of the co-sponsors’ 
products); (3) a cross plug; (4) an 
ID for the co-sponsors; (5) three 
short spots tor upcoming network 
shows; (6) two short local spots; 
(7) introduction to the next half- 
hour show; (8) a one-minute com- 
mercial; (9) opening credits; and 
(10) the dramatic portion of the 
second show. (Announcements of 
the time and temperature were 
sandwiched in between the local 
spots.) 


® “This string of commercials pre- 
sents a problem of boredom we in 
advertising create,’ Mr. Ludgin 
commented. “Viewers know when 
they see the credits that the en- 
tertainment is over, and they can 
direct their attention elsewhere. 

“A new name has been given to 
something we’ve always had—sub- 
liminal advertising. After one or 
two hours of tv, all ads are below 
the threshold of consciousness, be- 
cause there are so many competing 
for the viewer’s attention.” 

He had similar comments on 
radio and magazine advertising: 

“The jungle is just as thick on 
radio. Radio is a great medium, 
but it is as badly over-commercial- 
ized as it can possibly be. It is 
preparing its second death.” 

On magazines: “In five years 
the use of spreads has increased 
1,000%. Spreads were once the 
high point of a campaign, but they 
are now commonplace, because it 
is becoming harder to get the 
reader’s attention.” + 


Bryant Names East Ad Manager 

Roy C. East has been named ad- 
vertising manager of Bryant Mfg. 
Co., Indianapolis, producer of heat- 
ing and air conditioning equipment. 
Mr. East joined Bryant in 1955 as 


‘assistant advertising manager. 


913-23 Filbert Street 


PROGRESS 


are used REGULARLY 


PAK 


by some of the 
LARGEST AGENCIES 


for some of their 
LARGEST CLIENTS 


THAT'S EVIDENCE OF QUALITY! 


PROGRESS PLATE MAKING COMPANY 


. Priladeiphia 7, Pa. 


WaAlinut 2-0447 


PROGRESS Plate Making Company 
$23 Filbert Street, Phila. 7 
WAinut 2.0447° i 


THE PROGRESS + HANSON + PROGRESSIVE GrouP 
PHILADELPHIA + NEW YORK « WILMINGTON ¢ BALTIMORE « WASHINGTON « RICHMOND 
HANSON Electrotype Company 
Sth & Sansom Streets, Phila. 7 
Walnut 2-5567° 
* *0f course any of the three can be reached by 
NEW YORK: MU Hill 2.1723 * WILMINGTON OL 5.6047 + BALTIMORE: SA 7.5302 » WASHINGTON: EX 3.7444 » RICHMOND: Mi 4.2771 


PROGRESSIVE Composition Company 
Sth & Sansom Streets, Phila, 7 
Walnut 2-2711* 
one call 
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sparking more interest than ever before 


You can reach more of the important people you need in advertising and marketing— 
more than ever offered by any advertising or marketing journal in history—with Advertising Age. 


Each issue of the National Newspaper of Marketing now tops 40,000 paid subscription copies” . . 
is read by more people who select the markets, the media, the suppliers—more advertiser and agency men who make or 
influence the decisions that shape today’s $10 billion advertising market. 


Unequaled in coverage . . . in influence—more important to more important people—Advertising Age is the medium 
that can put your sales story high enough, wide enough and deep enough to spark more sales potentials than ever before. 


2 As filed with ABC, subject to audit— 
ABC statement for six months ending December 30, 1957 
shows average total paid circulation of 40,429. 


—a le Pathe (TV Sponsors Spending 
EQ More tor Same Shows 
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1 Year (52 issues) $3 


impottout to importeuit people | 


200 EAST ILLINOIS STREET * CHICAGO 11, ILLINOIS 
400 LEXINGTON AVENUE * NEW YORK 17, NEW YORK 
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A new member of the family 


The whole family is going to lavish this little pet with affection. But Mother 
will be the one in charge of his diet and health, seeing to it he gets the right food 
—and buying it. Again, Togetherness inspires a whole new series of purchases 
by the woman whose chief interests are the best interests of her family. 


‘ 
The magazine of Togetherness, reaching more than 5,200,000 families... McCalls 


alt, le Cees a OO amet Sr oY eae Dy) ae Oe ce Ae 5 ee. tS a we oe fe! St. om) Cn 
ee 2M ick: a Pee ee # : atte ; 5: eer s Ne Trae ie = MM es Se ‘ey aS Seale Ny sen = Mme cee lg tee ee Re ae, ee "Neale Se Se ie a. a ee 
ee ee eS ee ee, See Be ie og Jet let eee Pie Mae on eee + oe PS ae ge eS i ee an 

eel ae aA ah a NL SES S.-W ee - gt wae ee oS ee : vane i bin ee Se PEI Ter i 1 pe ae ee ee pee ae jt Nagin SE ig TOP aes. a GAR ee See paarl 
ees co Re Ora pees :. i oe oer ee eres Tee oe Fe sai " so, Ee 6p io Lo er ee ie i eos pear e fie is ee : 
Ns | oa Maer gem 2g Sa ate ee pp Se BEE Cee ae are are ERM pool ene °c ero : z ; oe i oe aa eh ee ; i f ey 
avs aoe Oe i bs ae ate Siete aie, | - a eee ie oo ay ii capaho Pepe fo, anes 4 nog ei £ : Be, ave beef 
— Cat teers a aaateeis 2 oe aoe 5 ae oe ee ee ke ey SNe Miaen Me Poti f eee D gh aber ati she Pee se aera | jp Mima stearteg, meat 
SEO Sea ee ek ee ee ry. i ‘ : Bar i, tee BP as tc ing ein a a ee ee a ee tel ER ear as < peaiecca oe os ae 

iran — 8 eee me” a Le pa Paes Rac Ea ee eine cone ee 4 re os ie eer eee eer eee en REI Sr ae + Dee la a ree a 

ee ee ee a a ae Bp eee UR RR es eae _ 
——— - : 
. 7. 
o r : °° 
: mess inspires her Duying 
‘) “ . ecisions 

: = / eee - 
= 
: ‘on - om 
ee Siig 7 = . gs * 455 
. aa : 2 — oD ! a8 
. ‘ d ‘ iB. ; 7 . a ; ad 

a4 3 ™ een : ae - : - as aig: ™ 

. — { a a = ot Nea 

; a ae - Pe C — is Ae eae i 
" ° atta hee oo as é > PED ips ~y \ i im © ee ee: ra 

+ , a > eee a ei o OS Re 

oe . Se: = "= i ” a a “ aoe | tens as 7 - i 4 fo ee 

oy —— is. (OO, ee bs Pe ae ee Ri, i«f 3 . a va : 
. a Ox a ke = aa ee, 4 bog 6 te i ees . ‘i % : at 
"7 ee” mpm > iy ; es ge “10 ee eee , 1 
or . SS Bey _ -™ : eet a : . =” ae j co 
7 aye: } e.g ener . 5 ; ; : 4 ‘ 
gin: et, ; ENB. os eres / wt . tie * es “yy ke 

f vice - gia. eee ‘é cae é * 4, : a a a -< : te ; 
¢ 2 ee tee Pe Ae ee ¥ ee, 5s a, ee ee ig ¢. % ~ i 4 er 
| | ERS, ——— CU al ce eee ee Re ee ey = 
ahs . : : a Ss, we i aes . a” oo : my ag: tren a Perk a he race 

4 * on A ‘Sl t 3g. 4 Hee & a oe hifemenye Ar Mate: Fe eer erp iJ $ , 
+"  ? cs. ee "an ieee ie ee e/ : * , on 
oS Mea OR RE ls. : ; r < és 

ae ‘ Veen S Vai le =e IC ' i : \ ; 

; ee : 2. a OS gpa is. 5 ile ae : 3 4 * 

ps 4 re ‘ z eae, Fee , Yas Sreualt ' Ee ‘ 
: a aes . ‘ Rae: a. de® tie aa age cag rh ee ¥ ek - fei: Me, Ww % , 
. ees * eee ee ee pS Rn ih ™ aN 
! i a’ e* f (4 : . % Lite tt an 2 ene as Py, / 4 ve " ‘ ; 4 
: peal Sie RE, atl tea ie - ' ciao Ey » 
a eth ow eh ie : aa! q i 
: ’ ' a age es 5 Rie ee, ete: ie en baa i ri a 
z . I MR i Sey ene ce Sala rhe a eee 7 
: 5° sl . u @ | P ‘eer he Te Res fa cgi crt ee é i ». Fa : 
. : = oo a ee eww " , A a ee De Geait (ae ee s. ee eis a 2 7 : a ; = 
2 oo ee me ee 4 Bias eae RLY ee Se Rages PE eS he , f -_ . - 
é eRe ES ET 6 ore eee 8 pe BE ety Fal! an 2 -- 
=; . Ps ase eee? eat. aa » s oe 
Pa eee AR Sa a i cae ie ‘ —_ f 3 
; oe Pp ae ; nS es i P ioans ee, —— - nl » 
1 2 ee are” + E nt Me ois ae aves ae ~ — ~—  e A et 
: — . beetinaimesmat tae Bh ame aioli ee e: ae ae a cn ; he ea = 
tigate Ae oa ‘tient Ses eee ee Re a. Sa oS ee 4 a Sead 
e j ra op ang! ao ss oe oc sh Sie Se ae 2 a 3 BAe , , gy 

P ; at saa ra ae ae = 2 a = es 3 Ce —_ 7 » J " ter # - : Ne - 

(A PT ec ae: Zee | ie +9 o 
" a Sk an SRC ne ge ee ae ee oe f ¢ 3 z 
me 4 Meat q " ae Bias - ars ves | ies Sins ue itil ak Meet ae a me : — PS rey 

P oe Ss = ae oe e 2 ; ing ad 3 ta 

a el < ‘ hie @ a 
‘ | «<e ie @ orn % 4 
: s r , Sia c ane ig $ a La ‘ 
ie ‘ § ? i ie Aare = , : ie —. . wl p # er} 

a Caetipha eee ae . t f WY Bn ‘Rr of a: EB % » 

f oe ’ 1 = ’ . . bse 
Y - ey * oe : : jj} » é e My Ves : diac id oe Rg a ae dae <a ‘ity “; i 
? ms & gui ce 3 y Fa nee Be oe Oh ae we - j eel Jy Se a ee. oe one Bie a oe PES 7 i a aia 1 ea . ies cae 7" > =< ae 
zs a ae eet oe ae % § ‘ ou OF Pe: ee ee eee gs eS wets be a a8 

Bs ne 7 é cg “ ae ft. = oe Se eae ies Sune rae ee, Pere Sees: eee eae ’ ae 
a B40 ~ gh 4 ” . se te, — . Se is ad Bere a ee eres? hy ae rea " . 
ay # he i : os eS — eiguey, ~ See nok es ua ae eae Sa Ro oe ey ee a oF ape 7 

* a. , ee “agg loetie ae — — ee . 2 a eee kK z 

Rt ee , Is. ; a : ae fa 5 4 a i Cae. olen mee : 
a a ‘ a “ ae a”, Peer es iat . (scaled ume eee : 
a = (a et nt os oo RS. np dg le * , - 

i P ee of a P Shae at oe ee a a . i; 
cia iz teat ‘ eae P : ’ aT ha il En OT Wee ogee eh ig: oa 
a *. 2% ego ye se m i ‘ 4 4 Ser, wee eee Nae Si hee. Sane ets wio® : 
os ~ » Dies gt an d 8 etme. 4 SRR ON te gales a ae 4 .* * 
Fil 7 as , lina tne eae et cham Sag. ‘ 

SY a j oe a ee tes Te ee, . 
ati ~~ jaille aid i a a : _ - 

ms <7 ee ‘ . - —— a es ee % a : 
fe 4 +n soa F i og may tte oe cesanan e : : 

; q . i+: il : ~ 4 a i ae f ae ” : 
< ‘ * hg Pee . be ’ & 9 ” F ¥ é 2% WS. 
€ ‘ > ’ Pe ws ee ¢ ~~ » a ¥ : si ro - . 7 oe \ a vn t , : 

b mF r ™ i 7 ical : 

ey ~— ee : rs ha a ~ 

* Pe aalt o l ”, « her, Re tiyat oe f a we . ad 

v ie. i aaa : F = re eee ¥ ae : : 

a NS ov “Me - sett ‘ ss . 

* le a i ee a : , , i oe i <a 3 
em 7 ee ae { <— ee hidden Kehoe ees a Ag ' —_ ee & 
a «& : eee ce ew 
: a ng he > k ‘ary ae :, > Rae «Aiea Le So ei eae ; 
be eee aie ; » Sy SL ee a ; 
: : ie OO aan kt a ‘ : oe ~~ oe a ae eo OF ree a oa. ¥ d : 

: ei St. eee ee ee T 

ie CT et: = de ee ee a :% ee aes Sr ee iy i i “, 

ee Be ee NRA ie es GE pint Rees, iy ae aie ak a 2 ; 

a ay i ate ne d ., a = ¥ = ee he Ae Wt ec) a " oe “8 A ise 

Bie ht «ies ae a aaa ene 9 ; J i tees ee ae sa ene be get 2 nn : _¥ 

iis wipe alee NN a | 
} Gee ME MER ey oO ae , a 4 = ‘ ™ @ : 7a Sea ae ee se * 
; fies ae +e! hs . » * ee " ; ~ "> ante } my 0 ee ee ‘ et t : _ al ' 
. : . 4, # aes > sg 3 hy "Sy “ ee - Pe ga: oS ee ES ‘ 
es ce tae es ak '’ 1% 2 We a. 5 ee ee ee TG SG : . 
| oe a, aes ) . eo oe ere ee . 
. RICE Hees tele, i @ ° -* ai > oS ae fo el BOS AA ag co ee me 
an Mi 2 Weiree Gere pet : 4 ue a a x rs ree Eu Oe able ee ea he ‘ 
: am , 4 : : hes Se rer i oe Be ey a : 
a ie ’ ; - f a be é ‘ Be : i” we ee an : Pan te ie Bie Ua pt Ts ae 
ies saiee arte : : a he = ed ee ee Coa tig aie Me! : 
ci cick ae oe ee ee tae he ee aia ‘ = » ‘> I: we dare a peer Tae Ae me i % 
i SPS oo alc li ro ll ea ae ae . 
i ah ee ‘eee : re f "ol ek el eh A ee ig Ra: i ais 

a AN a . pe e 2 Reory., Ninian %, Pek s <4 ce a one eal ae Ee RN a fae eo Z 

ae , Sy) ae 1 Be 3 ~~ See , : OY Oe eT Fa a kg ag! or ee. 

a > ; : : " i SEES = , 4 7 nee 7 ne ‘a dle ee aie) “ oes a Pee . 

a Mn ee eer aS fe 2 POPs . Ms 7 fs ee ae Pe Fg el es ge . 

: me ee +m Eee SS a are eee Se 
a ee me ris °), er eames T pare a een ees ; ue ee: BeNOR Es lal Sete, ees 
® Seeger ee Be iF id Q Ae re"! oa ee ie fay Cre hg Eee is - 

i See i 7, re aes oe el Fa Sette ieee? Bie Mh ee i gai Tipe ae “A ae ;: pid oe 2 
i ee oo aaa We wi aa a» ae ot ite a oy ae ae Ae ea ‘ 
Be ago eee ees a pe 2 ‘ , ge oe i p< eS eee nage ee Re 
yo a ia, Sl % 
a he oe a ot ae ae ; x } ; - . ee cabs” Soran the a Be Pee ea a tS ls, 
= = n a Se 3 ey ' “a teat ed = 
ee eee oe, x - - y my : es sie 3 SS ; , 
‘ a Pe es pies) ae i i. ae ape poe <i ey Cie 6 er eee. si ace, ; Bee partes ; 
aah. wuliinaate e pine te nie Me aeT cul Som io Ss ai bi Ce bate pom Dil age ee es ch or a gel 4 oie alade | laden SS ea i 
ie. = OME BAS © Sek tal ; a a 22 a 
a ae. . 3 Ce ee as ee . ae ee ee ee = f lige taal Maan ees piece ta «i ot ge ey a ‘ > 
fen Se er lets cee ee ae ee BORO gh ae - st ee ae a eas ies oral Mp pete. aes way y i eo , j 
waite oc”, gee ee ee ee ee = ; \ en a er OS Re. a ae i itd 
——2 apie ill ee ie art tea é i spe . aes ee 5 rin ee eee sek we ane & - a o 
EP 5 ae Etc cs eR om Te Ne ee ae ae . os i Eg pe aa Fe a Bree rs 4 hee a egar foe oe eed me i aopy we ras c - ae = hi 
sg ee a se s Drees a 2a = Ree sae oa er > Soule | ia ees: ee eee Be — aig tg + ai 
site : era ees, Se ee pe ee era oni : ., aie aa je co a - Seam an ’ 
ace, a bs Se ee oy a oe oe Meee nn eed ba pte oe aie oe 5, 8a Hat ae eee ene, ae ; 
got aa bs ay mien eden” , gee ues iz ew ee : i ; an he a. ee Se oe tts 
Seal le : Ce hae Na cae SR OREM ecg ned Be a aay . aan oe pe eT ied og, 2 S Pate " 
. os : ‘ae eres ee ae: ; Ee > cae pated ea por — 0 sl , ‘ ra ie : i Coreen cobs / ies oe ba . oa 
a eee fe! Sere "ee ee ? it + rigs aE a . ae — ° ; / ; 
a wae Pp eS gw Be FO eee fee ee ‘ a fee — - le y 
a ee oe ME tees ee ae Bas 42 ( ak : r Rae os oi § a a #y. = = ae a ; 
Z i eae 
‘ . ee 
’ cS = es eh Se: argc gabe emai: ee: res, A eens as ‘ % ran SN PR nae sis: i: aul es Pots Peteath # parte Faye eee tg ae eit ie 75 eee wai Be ae : 
Se ee te ee ee he gen.” ee ee sige peta te ae eT es EN peta St Ne gi cece NeeR tore 
On ied oP, ee aN ” yt vie ‘sn i as tae ce a Sass “me = amen al ’ ate aie eared. * ie a eae = 
ae fe sie Sy, i Pe IK, yo aac ys See IF» ee RA Sp Baty” Remighaneh Gemee~ 5 : “eel 


